



















| With This Machin, 


DISPLAYMEN 


everywhere are making illustrated background; 
panels and posters easily, quickly and at Joy 
cost because the BRISCHOGRAPH makes you 
an artist—instantly. 











—goes the police siren 


With a banshee shriek, 
a police siren sounds in the city streets. 
A green roadster roars around a corner, 
a steel-nerved blue-coat at the wheel. At 
terrific speed it plunges through the 
traffic. Frozen with fascination the people 
watch it swirl out of sight. Once more the 
gripping drama of action shows its domi- 
nance over the human mind. 

Put this human impulse to work for 
you. Get some of the fascinated atten- 
tion which action commands into your 
window display. You can do it with the 
PENDULUM POWER UNIT. 





There are dozens of timely, eye-catching ani- 
mated displays that you could operate all 
through the year with this same simple, de- 
pendable device. Can be easily arranged to 
produce a variety of motions—up and down, 
left to right, semicircular, etc. 

Pendulum Power Units cost little, and the 
operating expense is hardly worth mentioning 
—less than a cent a day. Learn all about this 
useful and reliable power unit—and other in- 
teresting business-getters. Write for folder. 


“Motion. Sells More Goods’ 
MOTION DISPLAYS Inc. 


Divisicn of Mergenthaler Linotype Cc 


27 RYERSON ST. |B COLO) @ @, Fn, Fe & 


mpany 








The BRISCHOGRAPH is an in- 
dispensable piece of equipment 
for every Displayman. Cardwriter, 


Poster Artist and Designer, It 
pays for itself quickly, and its 
modest price puts it within the 


reach of all. 


The New 3/10 Model 


‘20 


COMPLETE 


Any photo, magazine, sketch, etc. 
regardless of size, can be cle arly 
projected to desired size, in per- 


fectly defined detail, in natural 
colors, with reading matter from 
left to right as original. 


Visit your dealer today and ask 
to see the Brischogr aph. Better 
still, buy it and try it in your 
every-day work ... if you do 
not find it all we claim—a worthy, 
time saving addition to your 


equipment—return it in ten days 
and your money will be refunded. 


Send for our New Circular 
Showing “WHO’S WHO” 


The 
tion clearly 
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IOGRAPH is simple to operate, as the above illustra 
shows (Guaranteed to be reproduced from unretouch 
Simply place the Brischograph over the copy to lv 
focus to produce desired enlargement. ‘Then follo 
with pencil, pen or. brush. You will be surprise 
and quickly you can make attention-compelling back 


COMPANY 


COLUMBUS, OHIO 


BRISCHOGRAPH 


Established 1926 

















IBCOFOIL 


The NEW FOIL 
MOULDINGS 


We have enlarged our line to embrace the 
manufacture of a complete range of foil 
mouldings, in gold, silver‘ and copper foil, 


both bright and satin finish. 


This will duplicate all of our chrome num- 


bers and also others to specification. 


Our new pyroxolin colors will make this 
the most comprehensive line of wood core 


mouldings manufactured anywhere. 





DEALERS SEND 
FOR DISCOUNTS 


CIRCULARS AND PRICES 
ON REQUEST 





BERLIN’S “IRBECO” 
CHROME MOULDING 


100 





ATTRACTIVE STYLES 
AND NEW FEATURES 


100 


Our No. 606 
Per 100 Ft. 
4" $4.00 
ae $5.00 
oT | eaee 


USE THE 


STEVENSON ANIMOTOR 


FOR ANY DESIRED 
MOTION IN 


™ MOTION 
DISPLAYS 


The following motions 
can be produced singly 
or grouped for special 


f effects. 

Fast Rotary—50 RPM 

Slow Rotary—6 RPM 

Oscillating—70’, 10 set. 
cycle 

Indexing—60’, 6 stops, ? 
sec. motion—8 sec. still 

. . Provided through 

Four Double-End Shafts 

. . « Reverse Direction- 

= each end... 





The ANIMOTOR 
110 V., 60 Cycle— 
AC. or DC. 


@A Motion — Displa 
Turntable. A complete 
motion display — withi 


itself. Driven by the 





Animotor to produce tou 
types of motio in either 
direction—single or three 
plane top. 
@ Animotors ind Turn 
tables are in use nation 
ally by many large aé 
vertisers, and are oper 
ating displays Continu 
TURNTABLE for ously, Accurately an 
use with ANIMOTOR Quietly. 
When you require motion of any kind for one @ 
hundreds of displays, me find the ANIMOTOR 


TURNT ABL FE, ideal 


Vrite for Literature 
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The first thought for Artists’ and Sign Writers’ Su 
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THE COVER 1937 


The skillful display treatment of Malcolm J. "Displaymen with ability and thorough knowl- 
B. Tennent, Meier & Frank, Portland, Ore., is edge of merchandise presentation have the oppor- 
immediately recognizable in the photograph 
used on this month's cover. Presenting pajamas 
and a robe showing oriental influence, ss en, by types, management of budgets, 
window was one of three handled in the same design showmanship, and coordination with all 
manner. The background was of gold paper. other publicity factors are necessary to any sub- 
The ornamental doorway was of hand-carved stantial display success."—-W. L. Stensgaard, 
wood, the carving being done by members of president, W. L. Stensgaard & Associates, Inc., 
Tennent's staff. 


tunity of a lifetime, but merely knowing display 
arrangement is not sufficient. A thorough knowl- 
edge of every phase, including comparative per- 


Chicago. 








OUR NEXT ISSUE 


Unfortunately, the final report of the window 
circulation survey, completed several weeks ago 
by the Traffic Audit Bureau, is not yet ready 
for formal release. It had been hoped that 
a summation of the survey could be published 
in this issue of DISPLAY WORLD. It will be 
presented in the earliest possible issue.—The 
July number, the pre-convention issue, will be 
replete with helpful articles and photographs 
designed to aid you in your display activities. 
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Showmanship Adds to Value 


of Modern Shoe Display 


United States displaymen have a reputa- 
tion for designing shoe displays of excep- 
tional beauty and selling power. But even 
the most elaborate and appealing shoe win- 
dow can increase its pulling ability many- 
fold if it has the added element of show- 
manship. This is being proved in actual 
practice, and never in more spectacular 
fashion than by a recent window we used 
at Ansonia. 

The theme portrayed an under-sea scene, 
building up through showmanship the 
thought that the Ansonia stock of footwear 
for the new white and colored shoe season 
was veritably a treasure trove. in the cen- 
tral background was a portion of a weather- 
beaten hulk, canted over, and with broken 
masts and bulwarks. In front of the wreck 
was a treasure chest filled with jewelry— 
and of course topped with shoes. Before 
the chest stood a diver in complete para- 
phernalia, even to the chest-weights. 

The background was draped in cellophane 
in such a manner as to give a color varia- 





By BEN FINKELSTEIN 


Ansonia Shoe Company, New York City 


tion of blue and green, and through the 
lighting effect employed the colors seemed 
lighter toward the top, thus simulating water 
of decreasing depth. The flooring of the 
window was of sand-cloth, to imitate the 
ocean floor. Large sea-plants were ar- 
ranged against the background, and open 
shells held “pearls” of, footwear. 

Tropical fish, covered with a scaly 
fabric, seemed to float in their natural ele- 
ment; their radiant coloring contrasted per- 
fectly with the darker cellophane. 

Glass bubbles were suspended from ex- 
tremely fine thread which blended so well 
with the background that spectators were 
puzzled as to the method by which the bub- 
bles were kept “floating in the water.” A 
slight breeze from an electric fan made the 
bubbles waver gently from side to side. 

When this display was finally completed 
and placed on view, we were confronted 
with an unexpected problem which caused 
considerable concern. There was a_ very 
real danger that the crowds which imme- 





diately gathered would shatter the plate 
glass. The novelty of the display and its 
revolutionary use in connection with foot- 
wear stopped people by hundreds. Fortu- 
nately, no accident occurred and the window 
continued to make sales. 

At the time the display was on view an 
important national shoe convention was be- 
ing held at one of the larger hotels in the 
city. We have been told that word of the 
window was passed about in the convention 
hall, culminating in an announcement by 
the presiding officer in which he suggested 
that the entire delegation go in a body to 
view the display. 

The materials used for the wunder-sea 
scene were constructed and assembled by 
David Hamberger, Inc., of this city. 

Of course we try to use showmanship in 
our windows whenever possible. But had 
this been our first experience along this 
line we would need no other proof that 
showmanship can be made to pay and pay 
extremely well. 
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By THORVALD MUNKHAMMAR 
Nordiska Kompaniet, Stockholm, Sweden 
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Simplicity of Treatment 
Marks Swedish Display 


There are many factors which ente: into 
display as it is being practiced in S veden 
today. Simulated motion of inanimate ob- 
jects, geometrical arrangements, meti: ulous 
attention to detail, simplicity of treatment— 
all play their part in attracting and holding 
customer interest. Certainly not the least 
of these is the use of simplicity: keeping 
the display plain, with nothing to distract 
thought or attention away from the dominant 
idea for which the presentation was created 
in the first place. 

Hence the necessity for simplicity of dis- 
play is never overlooked. Possibly the na- 
ture of our country has something to do 
with it. In the land of the midnight sun 
the winters are long and cold; only a small 
percentage of the land is arable, in spite 
of which more than half the population 
engages in agriculture; only about 30 per 
cent of Sweden’s people are to be found in 
cities. The nature of the climate and de- 
pending on the soil and the sea for subsist- 
ence has produced a hardy, elemental race 
which instinctively turns to the inelaborate. 

So Swedish displaymen have become ac- 
customed to handling all types of merchan- 
dise in a simple, straight-forward manner. 
Strong, selling displays have resulted—as 
has been the case where the same principle 
has been followed in other countries. 

An increasing use of “static motion,” if 
such a term can be employed, is giving life 
to display here in the North, too. This can 
be seen in the first three photographs with 
this article. In each case a beige back- 
ground was used, against which stood a 
white screen about 8% feet in height bearing 
a photographic motif relating to the respec- 
tive merchandise shown on the mannequins. 
Although they are not discernible in the 
pictures (and were nearly invisible in the 
actual displays) fine threads slanted down 
from one corner to the lower opposite side. 
On these were strung leaves to increase the 
impression of an outdoor scene. 

The mannequins were made in our display 
department and posed naturally to appear 
as if walking against a strong wind. It was 
this feature that give life and simulated 
motion to the windows, and this in turn 
resulted in increased stopping power for 
the displays. Note, too, that simplicity was 


—Thorvald Munkhammar contrives to instill 
life into his men's wear displays by the use 
of "static motion.” Note how naturally the 
mannequins are posed, apparently facing 
gusts of wind which are bringing down 
showers of leaves. Simple arrangement of 
merchandise, off-center background pane’s, 
and extreme care with details characteri:e 
these dynamic windows— 
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June, 1957 


—Cut-out figures and letters figure exten- 
sively in the displays shown on this page. 
The second, ."To School Via NK," used a 
cut-out slate and pencil to good effect. 

. . American movie-goers will have no 
difficulty in recognizing the face of Ginger 
Rogers on the background of the third dis- 
play, installed during "Regatta Week" in 
Stockholm. .. . For a luggage display Munk- 
hammar used a stop signal and a railway 
crossing-gate in the foreground, while across 
the upper background a cut-out cardboard 
train pierced travel posters from different 

countries— 


one of the cardinal factors of these presenta- 
tions. The dramatization of the merchan- 
dise did not even take all the space—it was 
intimated, rather than stressed so sharply 
that it dominated the display. 

The window for which the words “Mode- 
Expose” were used across the beige back- 
ground had a large display “mount” at the 
left, fitted with shelves of glass. The niche 
was lined with foliated sheets of mirror 
glass before which a small group of acces- 
sories was placed. At the right, two shelves 
about 7 feet long were affixed directly to the 
background. In the upper one a light was 
installed, with the cut-out text being fast- 
ened on the front. Materials streamed from 
the lower shelf, while millinery rested on 
silver tubes at the center left. 

Cut-out figures of five boys were the cen- 
tral interest in the second display shown on 
page 5. The slate frame and pencil were 
also of composition board, as were the cut- 
out letters which were strung on thin cords 
across the frame. The message was: “To 
school via NK,” the final letters of course 
being the abbreviation for Nordiska Kom- 
panict. The background of the window was 
in a neutral tint. 

Ginger Rogers has her fans in Sweden just 
as in the States, as is plainly seen by the 
photographic enlargement in the third win- 
dow. Installed for “Regatta Week,” which 
is the meaning of the wording on the blue 
background, this display tied-in with the 
cinema star’s recent picture which followed 
a nautical theme. The text was made of 
boat rope and to further the ship tie-up a 
steering wheel cut from wall board was 
given a prominent part in the window. The 
background was trimmed with beige at each 
side. Sheets of glass on nickel-plated metal 
rests supported the merchandise. 

The last photograph is of a luggage dis- 
play which attracted especial interest. A 
geometrical arrangement plan was followed 
for the leather goods, which were stacked 
before a background finished in beige. Right 
against the upper portion of the background 
could be seen a train—cut from cardboard 
and painted—running through five travel 
Posters from different countries. In the 
foreground, close to the glass, stood a rail- 
way barrier made of wall board, with text 
Mm cut-out letters. Behind the barrier was a 
Stop signal. It will be noted that care was 
taken with the text on the barrier to see 
that different colors were used for the let- 
ters, so that each stood out in good contrast 
against the arm, The wording read: “Travel 
with NK’s travel goods.” On the stop sig- 
nal the text said: “Traveling goods, one 
floor down.” 
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Merchandise Presentation 
Within The store 





—At The Higbee Company, Cleveland, 
where Robert Marimon is display director, 
no opportunity is lost for the use of display 
within the store. For example, here is a 
millinery presentation directly exposed to 
constant traffic—on a ledge adjacent to 
the escalators. (All displays shown with 
this article are from Higbee's.) . . . An 
especially fine display is the one of "Rain 
Chics;"" three cut-out figures within a frame 
outline show the merchandise in use. Slant- 
ing strings were used for the rain effect. 
. . « Every inch of display space is utilized 
in "The Universal Shop." The "shop" is 
easily identifiable from any spot on the 
floor— 


By CHARLES H. OPPENHEIMER 


Designers For Industry, Inc., Cleveland 


The display of merchandise is one of the 
most important factors in the success of a 
store. It is the key to sales appeal, which 
is synonymous with profits. At the same 
time it is an art which easily lends itself 
to beauty, romance, a creative sense, and an 
artistic exactness. 

Whether the display is in a front window 
or in an inside spot, its creation should ex- 
press beauty without loss of its primary 
purpose: sales appeal. Throughout the sell- 


ing world men and women are striving ccen- 
tinually to create new ideas in the display 
A display- 


and presentation of merchandise. 


man’s reputation is gauged by the sales ap- 
peal he injects into his creations. 

Merchandise presentation definitely has 
become an important major function in mod. 
ern selling. Not so many years bac! the 
display department occupied a relatively 
minor place in the store. The displayman 
was a haphazard selection. His qualifica- 
tions and training for the work were rela- 
tively unimportant. This is all changed in 
the modern scheme. 

The display director today is a difierent 
person. His training has been planned to- 
ward one objective: a sound, honest, beau- 
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tiful presentation of merchandise. It includes 
a sound knowledge of store organization and 
operation. His familiarity with modern 
methods of showing merchandise, with dis- 
play units and how to build them, with the 
materials that will harmonize with various 
items, must extend into the realm of prac- 
tical knowledge beyond the ordinary. An 


architectural training is a_ post-graduate 
course with him. Among his essentials is at 
expert knowledge of new materials and 


finishes with their best sources of supply. 
He has a deep appreciation of color har- 
mony. He is a student of lighting. His 
ability to recognize and digest low initial 
costs and operating overhead must stand 
high in the list of attributes. Overall is a 
creative ability that can project itself into 
the store’s merchandising program so «s to 
result in more sales. He is an artist who 
is practical enough to understand the value 
of promotion, who can dramatize any »iece 
of merchandise, who is aware of the fru's of 
modernization. 

It is significant that with the development 


same 
mind: 
thing 
their 
are h 
too, { 
in th 
the | 
realiz 
land, 
calibs 
them 
displ. 
impor 
gram 

Sin 
ornar 
note 
emph 
displ: 
the a 
the s 


too 1 
sing] 








937 


las 


n 
e€ 








June, 19.37 


—Columns have their place in the Higbee 
decorative scheme, as witness this trim used 
during the holiday season a few months ago. 

. . Rookwood pottery is set apart and 
given added distinction by the neat ar- 
rangement shown in the second photograph 
on this page. Indirect lighting behind cut- 
out letters identifies the department... . 
Ledge trims do much at Higbee's to dress 
up the floor. Of interest, too, is the neat- 

ness of the counter arrangements— 


of the cisplayman that interior displays are 
receivin:; more and more attention. Their 
jmportaice should never be minimized. 


About &! per cent of a city’s shoppers are 
women. Unconsciously they rate merchan- 
dise according to the manner in which it 
is disp'ayed. They are sensitive to new 


ideas. [hey can visualize merchandise as 
it would look on them, or near them—espe- 
cially i: assisted by the manner in which 


the material is presented to their eye. Back- 
ground and case treatments can change the 
At the 


entire atmosphere within a store. 


DISPLAY WORLD 


department full. Workmanship must be 


smart and artistic. 

Every store has its own interior display 
problems, and each requires a_ thorough 
study by a display expert. His first duty 
should be to consider the merchandising and 
traffic problems of the store, whether it be 
departmental or a one-unit establishment. 
To some extent he is an engineer. His 
specialized ability must effect atmospheric 
changes without excessive added cost and 
expensive new equipment. 


Individual departments are most success- 
ful when their displays are most attractive. 
The more wide-awake stores realize that a 
woman reacts naturally to modern atmos- 
phere and smart surroundings, and try— 
through their display departments—to es- 
tablish such conditions. This is proved defi- 
nitely through our company’s experiences 
during the past year. Stores realize thie 
value of seasonal interior displays, and that 
the store that can pervade its confines with 
the spirit of Christmas, or Easter, or any of 
the other seasons, will do that much more 





same time it instills new interest into the 
minds of the customers; it gives them some- 
thing new to catch their attention and arouse 
their interest. The way in which displays 
are handled on the interior (in the windows, 
too, for that matter). has a definite reaction 
in the shopper’s mind—either for or against 


the items displayed. That this is fully 
realized by The Higbee Company, Cleve- 
land, Ohio, is demonstrated by the high 


calibre of the displays shown here, all of 
them in use by that firm. Robert Marimon, 
display director, is thoroughly sold on the 
Importance of carrying out a complete pro- 
gram through the use of interior display. 
Simplicity of treatment rather than the 
ornamental and elaborate should be the key- 
note of the interior. Especially should the 
emphasis be kept on the merchandise. The 
displayed items should be the cynosure of 
the attracted eye. Don’t waste the time of 
the shopper with too much merchandise and 
too much superfluous decoration. Often a 
single piece can accomplish more than a 











business. Shoppers react to seasonal 


stimuli. 

This is a streamlined age. It is an out- 
growth of the trend toward designing for 
appearance, which results in products with 
more eye appeal, style, and smartness. 
Likewise, it has forced the retailer to come 
out of his shell and accept modern design. 
It was difficult to sell him on the idea of 
modern interiors. When the garish modern- 
istic gave way to the sincere, frank, and 
interesting trend in good taste the task was 
greatly simplified. The same _ principles 
held true in the display field. The 
interior of yesterday, no matter how beau- 
tiful, can not present today’s merchandise 
with the proper eye and sales appeal. And 
good interior display must be recognized as 
a necessary element in modern retailing. It 
is a stimulus at the point of sale and its 
importance can not be minimized. 


store 
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Eos Angeles Displaymen 
Stress Merchandise 





Beams of light from many searchlights 
criss-cross in the night sky; through a pub- 
lic address system comes the music of an 
orchestra; police whistles shrill, the crowds 
push and sway as they try to catch fleeting 


glimpses of celebrities. The visitor to Los 
Angeles might think that surely a reception 
is in progress for the Duke of Windsor or 
someone equally prominent in the news. In 
all probability, however, all the fanfare is 
occasioned by the premiere of a new motion 
picture. Even the opening of a new market, 


a drug store, or a new “super-service” fill- 
ing station is publicized in almost the same 
fashion. 









All of which is a preamble to the state- 
ment that there is a zip and swing to life 
and selling in Los Angeles that is not dupli- 
cated elsewhere: Whether it is the exag- 
gerated tempo of Hollywood with its air 
of ne plus ultra which spans the short dis- 
tance to. Los Angeles, whether it is the 
population composed of many former resi- 
dents of less glamorous states, or whether it 
is caused by the annual trek of thousands of 
transient visitors, there is an indefinable 
difference about Los Angeles merchandising 
that is quickly noticed. 

The difference includes display, as might 
be expected, for every city in a territory 
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with marked characteristics has a type of 
display which reflects the habits and per. 
sonalities of the residents. The distinction 
in many cases is hard to single out, but i 
is there. 

In Los Angeles, the best displayme:i have 
a knack of making the merchandise seem 
“important,” not to be passed by casually 
but to be inspected carefully and discussed 
at length. Promotions are given full play, a 
complete battery of windows being devoted 
to a single theme. Interiors are changed 
frequently for special events. Displaymen 
have to be alert and progressive. They dare 
not get into a rut. 

The work of three such Los Angeles dis- 
play directors is illustrated by the six 
photographs on these two pages. First 
comes a window by John Flotten, Harris & 





In the back- 


Frank, featuring Stetson hats. 
ground was a rectangular panel, framed in 
strips of natural wood with the bark left 
on, showing a flock of mallards pitching 


down among the tules of a marsh. Espe- 
cially clever display niches at each side 
were made in the form of hollowed-out 
trees, shirts and ties being displayed in the 
space made available. The background 
proper was made of natural wood, while 
branches bearing autumn leaves completed a 
most interesting setting. 


The second display was created by Flot- 
ten as one of a series of six windows for 
Easter. Each window had a blow-up in 
color of the different Easter sunrise serv- 
ices in and around Los Angeles. The one 
for the display shown here is of Palm 
Springs, famous desert resort. The «thers 


were of Yosemite, Hollywood Bow! Mt. 
Rubideaux, ‘Forest Lawn, and Cavalina 
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island. The only other touch of decoration 
consisted of huge Easter lilies and ferns. 

Flotten also is responsible for the effective 
display of Society Brand executive suits. In 
the background hung a full-color portrait 
of a cavalier, the only strong touch of color 
used in the window. 

At The May Company, where Carl W. 
Ahlroth directs display, a number of win- 
dows were devoted to the promotion of 
“’Round the Clock” apparel, each display 
showing merchandise particularly suited for 
certair: hours of the day. The upper photo- 
graph on page 9 shows evening wear of 
flower prints for dining and dancing. 

Holivywood is close to Los Angeles and 
a description of display characteristics for 
the better stores of one applies equally well 
to these of the other. In the second picture 
on page 9 is a display—one of a series 
which took the passerby completely around 
the zodiac—by Aubrey L. Maley, The Broad- 
way, Hollywood. The mannequin before the 
sign of Cancer wore a formal of white chif- 
fon with green worked into the flare of the 
skirt. The set-up consisted of a large panel 
of white in the background, with the sign 
of the zodiac in black. The two curtains 
draped on each side of the panel were of 
black georgette. On the floor was spread 
black felt with a mirror in the center on 
which the figure stood. White rope bor- 
dered the felt, with a water lily—the Cancer 
lady’s flower—at each corner. On the other 
side of the figure stood an easel with a 
scroll amusingly describing the characteris- 
tics of the Cancer lady and telling her what 
she should wear. The treatment for the 
other symbols—Leo can be seen at the left 
of the picture—was along much the same 
lines. For the Leo setting the flamingo 
was in yellow and on the mirror Maley used 
fresh yellow roses, the flower for the lady 
born under the sign of Leo. 

The background for the last display (also 
by Carl Ahlroth) was composed entirely of 
bamboo, even to the bamboo foliage. No 
shoe display fixtures were used. 
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The Display JSetting== 
Simple or Elaborate? 


Passing from sheer simplicity to the jnost 
elaborate of settings seems to be an easy 
task for Malcolm J. B. Tennent and his 
display staff at Meier & Frank Company, 
Portland, Ore. Some of Tennent’s dis; Jays 
use everything from hand-carved hick- 
grounds and water wheels which operate 
under their own water power, to specially 
etched glass. Others are studiously pla:n— 
a single mannequin posed before a wooden 
trellis, for example. 

Tennent believes that there is a place for 
the elaborate display in modern merchandis- 
ing. It is expensive, naturally, both in orig- 
inal cost and in the fact that much of the 
display can not be reused. Some say that 
such a setting dwarfs the merchandise and 
does not give it enough emphasis—there is too 
much counter-attraction in the display. That 
is probably true. However, the Meier & 
Frank organization has found that in spite 
of apparent drawbacks, the elaborate setting 
is valuable. Its continued use upholds the 
firm’s traditional method of display. But 
the most important thing is that such win- 
dows create word-of-mouth advertising — 
which is just as valuable as it is hard to 
obtain. People like to be entertained and 
they will go a long way to seek out any- 
thing which will keep them interested and 
furnish diversion. When such qualities can 
be incorporated into a window display it is 
certain that shoppers are going to talk about 
it among themselves. 

On the other hand, the simple window set- 
ting gives the merchandise all the breaks, 
if simplicity is suitable as a keynote for 
the articles placed on view. The importance 
credited to this form of display at Meier & 
Frank’s is made evident when it is realized 
that out of the store’s thirty windows, twenty- 
six are usually devoted to simple presenta- 
tions—albeit with that simplicity which is 
extremely difficult to achieve. Only the four 
corner windows receive the ornate settings. 

Lighting plays a stellar role in Tennent’s 
plain displays, the flexibility of this selling 
adjunct permitting its use in many ways to 
dress up the display and make it more inter- 
esting. 

The photographs with this article are il- 
lustrative of the two different extremes 
reached in Meier & Frank windows. 

The first picture might at first glance 
seem ultra-simple, but in reality it was a 
simplicity attained only at the expense of 
considerable labor. The background took 
the form of a buff and red mural carved on 


—Examples of the "simple" type of display 
used by Meier & Frank Company, Portland, 
Ore., are shown on this page. At the top 
is a men's wear window in which the mer- 
chandise was displayed before a mural of 
buff and red, hand-carved on linoleum. 
Although the other two displays are ultra- 
simple, they were made interesting through 
the use of light and the beauty of the gate 
and trellis before which the figures stood— 
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—A hand-carved window box, ribbed glass, 
and skillful lighting were important in the 
display at the top of this page. . .. The 
first of two water windows had a specially 
built boat and a group of frogs, turtles, 
and the like, all carved from balsa wood. 
_.. The third picture illustrates the large 
water wheel which stopped crowds all the 
time it was on view. One hundred gallons of 
water passed over the wheel each minute— 


linoleur. Caricatured cowboys were the 
figures «sed, shown in pursuit of jack-rab- 
bit. ‘~~ ne men’s wear was arranged on a 
foor 0° blue linoleum. The merchandise 
was ca efully selected and coordinated. 

It is difficult to conceive a setting much 
plainer than that shown in the second and 
third p.otographs, each with a single figure 
before a gate or flower trellis. And yet 
the disolays had real interest. The gate 
and trellis, incidentally, were made in the 
store’s display department. Spotlights (of 
which Tennent uses an even hundred for 
his thirty windows) brought out the mer- 
chandise in stark relief against the dark 
backgrounds. 

Ribbed glass, natural flowers, and a hand- 
carved window box were important parts of 
the “sunshine window” at the tope of page 
ll. Note how the delicate tracery of the 
foliage has been preserved in the dramatic 
shadows against the neutral colors of the 
background. 

The elaborate side of Meier & Frank’s 
display program is illustrated by the second 
photograph on this page. This corner win- 
dow of children’s apparel was perhaps one 
of the most attention-attracting displays in 
the group of thirty that spanned the four 
blocks on the four sides of the store during 
the formal spring opening. This was one of 
the water windows, the built-in tank hold- 
ing 350 gallons of water dyed a deep blue 
in color. The specially built boat, like the 
other fixtures shown in these six pictures, 
was made in the store’s own studios. Sixty 
sprays of water were kept in constant opera- 
tion all the time the window was on view. 
The large seal, otter, turtle, duck, and frog 
were hand-carved of balsa. 

Another display using water is depicted in 
the final picture. The large water wheel 
turned with its own water power, a hun- 
dred gallons going over it every minute. 
The revolutions of the wheel furnished an 
element of action which caught the eye of 
everyone. The background colors were dusty 
pink and stucco, with panels in yellow. The 
ceiling was blue. 

Window displays at Meier & Frank are 
planned six days in advance of installation, 
except for special promotions when as much 
as three months’ preparation may be sched- 
uled. The windows are allotted from re- 
quest forms filled out by department man- 
agers. Records are kept consistently, in- 
cluding a “loss prevention” sheet which is 
filled out to cover loaned merchandise. The 
lorm is in triplicate, one accompanying the 
apparel, one going to the auditing office, and 
the third remaining in the lending depart- 
ment. 


Interior display is not forgotten, three 
men heing employed to take care of this 
Phase of advertising, and to handle fashion 
shows in the auditorium. 
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One Form of Dramatization 
==—heatrical Lighting 


By CHARLES MERRILL 
Seidenbach's, Tulsa 





From the beginning of human existence, 
light has been considered as something 
which rendered vision possible. It was only 
a relatively short time ago that its possi- 
bilities as a decorative medium were real- 
ized and men connected with the theatre 
began using it for that purpose, from which 
source we derive the term “theatrical light- 
ing.” The costly equipment necessary, and 
lack of technical knowledge concerning the 
use of light, for many years kept the dis- 
playman from following in the footsteps of 
the stage showman. 

The picture is changing now, however, and 
there is a wave of dramatic lighting sweep- 
ing the country. It is not confined to any 
one section of the United States, but can be 


found in use by progressive stores ’most 
everywhere. Lighting equipment for this 
purpose has been simplified and quantity 
production has brought its cost down to 
where even the more modest establishments 
can hardly afford to be without it. Display- 
men are calling on their local illuminating 
engineers for information and assistance in 
working out their lighting problems and are 
experimenting for themselves. 

Theatrical lighting has the power to cre- 
ate in the window whatever atmosphere is 
best adapted to make the merchandise more 
appealing to the passerby. It can create time, 
place, and mood. Furthermore, it can direct 
attention—instantly—to any given feature 
which deserves prominence. 








3 


June, Ig 7 


An added advantage is the possibility of 
enhancing the beauty and attraction »ower 
of a window by using color. This naturally 
requires practice and considerable care, for 
colored light does not mix or harmonize jp 
the same way as paint pigments. Here at 
Seidenbach’s we have been experimenting 
with blending several shades of color, irying 
to work out the most favorable lighting for 
any given group of merchandise. This, to 
me, is the most interesting—and the most 
difficult—thing about the use of theatrical 
lighting. A single colored spot may kill the 
color of a gown, whereas the addition of 
other shades of light may result in colorful 
dramatization. 


2 


Our theatrical lighting system was in- 
stalled only a short time ago, but already 
it has been proven a success through in- 
creased calls for articles on display. This 
might be called one sure-fire test for the 
pulling power of windows: when the display- 
man receives a constant stream of requests 
for merchandise on view he is safe in assum- 
ing that the display is “clicking.” It has 
been the experience of the writer and his 
three assistants that since the new lighting 
system was installed in our large island 
window and the arcade windows of our deep 
foyer, such requests have increased greatly. 


—Three colorful displays in which the the- 
atrical lighting system of Seidenbach’s 
played a stellar role. Charles Merrill, di: 
play director, has found that the prop< 
blending of colored light is the most inter 
esting, and at the same time the most diff 
cult, part of this form of dramatic display- 
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For the next couple of months displaymen 
will be concentrating on hot weather mer- 
chandise displays, which means that they 
will be engaged in selling the idea of com- 
fort. \Whether that thought is put over 
proadly or subtly, it is the real basis for 
the displays which will be used. 

The ‘thought of cool apparel for sweltering 
days can be expressed in many different 
ways—ight, airy trims, an avoidance of 
“warm colors, the use of settings calcu- 
lated to produce an effect of coolness, and 
other principles which every displayman 
knows. The display should seem like an 
oasis in the desert of heat. 

Not even displays of luxurious furs in 
the dead of winter can radiate an air of 
comfort as strong as that brought home to 
the shopper when he or she sees a window 
of summer apparel done so skillfully that 
the involuntary reaction is: “Whew! but it’s 
hot—and don’t those tropic-weave suits and 
straw hats look cool!” 

Three different displaymen furnished the 
photographs on this page as illustrations 
of how they strike, even early in the sea- 
son, at the thought of hot days to come. 

The first window was created by O. D. 
Grimes, Palais Royal, Washington, D. C. 
Broad strips of grass matting were sep- 
arated by white fabric, dividing the display 
into three units before a central back- 
ground. The end units were mounted on 
wall board platforms on which were placed 
large glass bowls. Each bowl held a num- 
ber of rods bearing straw hats. The center 
unit had the same arrangement, except that 
the bowl rested on the matting. Large, 
plain columns framed the background panel, 
this latter consisting of a huge painting of 
an inverted straw hat, within the crown of 
which were sketches of two men receiving 
straws from a hat check boy. Card copy in 
the foreground mentioned the comfort theme, 
while across the back panel were the words: 
“Yes, sir! It’s straw time again.” 

Ray W. Parks, Leavitt's, Manchester, 
N. H., used a clever arrangement of mer- 
chandise to back up the sales message of: 
“Here’s your new straw, mister!” The wall 
board background was divided by a slanting 
framework bearing four center shelves on 
which Panamas were placed. At each side 
a semi-circular slot was cut and_ sailor 
Straws inserted, giving the background a 
most pleasing appearance. In the fore- 
ground other hats were arranged on grass 
matting. The window card read: “Yes, you 
can do something about the weather. Wear 
anew straw and keep cool.” 

The airbrush came in handy on the third 
display, created by D. E. Springer, Levy’s, 
Jacksonville, Fla. At the right of the back- 
ground before which Manhattan mesh shirts 
were shown was a. “swatch” which showed 
in detail the mesh idea of the fabric. . This 
swatch was made from a piece of wall board, 
air brushed to match one of the shirts on 
the forms. Large cut-out letters were used 
for the background and the panel. This 
Window was particularly successful from a 
sales standpoint. 
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Selling Summer Comfort 
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Light and Display 


Much has been said about effective win- 
dow lighting, and much will be said. To- 
day, we must agree that lighting effects 
deserve not only a few minutes’ study, not 
only a few days, or weeks, but months. 

Just as the displays of today are so 
far ahead of the displays of yesterday, so 
window lighting today must go forward with 
the modern trend of the times. In a few 
words I will demonstrate to you, by the 
three photographs accompanying this article, 
what light can do to dramatize your displays. 

Year after year, prospective brides look 
forward to the time when wedding displays 
will appear in our show windows. To them 
they represent bywords of fashion and cor- 
rectness; therefore, our bridal displays are 
given careful study as to merchandise and 
the settings. 

Our stage was already set for a May 
bridal promotion when out of the blue sky 
an announcement came to my attention that 
a certain New York firm had for sale figures 


representing Edward and “Wally.” Natur- 
ally, I was intensely interested. I became 


enthused and wished to buy them, but there 
was a problem that immediately confronted 
me. We do not carry men’s suits. I rushed 
the mannequin advertisement to our promo- 
tion manager, and with him contacted one 
of Tulsa’s leading men’s stores, Clark’s. The 
owner of this firm realized the possibilities 
of the promotion and offered every coopera- 
tion. It was then planned that we should 
hold a campaign not only embracing the 


By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


wedding, but the honeymoon as well, lasting 
seven weeks from the time of the first show- 





"Dick" Staines 


ing of the bridal display. Here is the 
schedule: 

Wedding clothes, Vandever’s, one week. 
Honeymoon (travel clothes), Clarke’s, one 
week. Spectator sports, Vandever’s, one 
week. Summer formal, Clarke’s, one week. 
Daytime wear, Vandever’s, one week. Beach 
wear, Clarke’s, one week. Afternoon tea, 
Vandever’s, one week. 

Now bear in mind that at no time did we 
call these figures “Edward” and “Wally,” 
but rather, “an internationally famous cou- 
ple,’ so do not get confused with the attire 
of the wedding proper. 

Now, as to the connection of this promo- 


tion with display lighiing: First, I want to 


congratulate DISPLAY WORLD 1 the 
constant assistance it gives to the isplay 
profession in the development of livhting, 
There is hardly an issue in which | chting 
effects are not discussed either by articles 
or displays. Particularly do I call attep- 
tion to the articles by O. P. Cleaver of the 
Westinghouse Lamp Company, Bloomfield, 
N. J. Cleaver is an authority on lighting, 
His articles are an inspiration and should 
be of great help to the profession at large. 
Let us hope that we hear more from him, 

As I have mentioned, lighting today is 
perhaps one of the most outstanding de- 
velopments in display. We all know that 
Malcolm J. B. Tennent is one of the pio- 
neers of this type of lighting dramatiza- 
tion. His displays as presented by DIS- 
PLAY WORLD from time to time create a 
sensation. Not only in America, but in Eu- 
rope as well, displaymen are grateful to 
Tennent for his leadership in this dramatic 
presentation of merchandise. Today we see 
nearly all New York stores treated with 
this type of lighting. Smaller and larger 
cities have followed the trend. 

In this article, I present to DISPLAY 


—The "Wally" and Edward display which 
aroused so much comment in Tulsa is shown 
below. The customary method of lighting 
is used to represent a "daylight" scene. 
Variations of the lighting are illustrated by 
the two photographs on the following page— 
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WORLD readers what can be done with 
light in any show window. The three pic- 
tures shown herewith depict but one dis- 
play—a display that created almost a riot 
in the “Oil Capital of the World.” 

I estimated that approximately 10,000 
peopl viewed this display the second day 
of its installation. You may ask yourself, 
“What was the cause of this?” First, the 
main reason is that the two in wedding 
attire are the center of interest for the whole 
world. They are news! Second, this couple 
was (ramatized by light in a black, white, 
and -ilver setting that was an attraction in 
itseli but did not detract the attention from 
the igures. Third, lighting. Fourth, the 
Tuls: Daily World, one of Oklahoma’s great- 
est scwspapers, rushed photographers to snap 
this display, and next morning greeted 
Tulsans with this: 


- 


“Edward and ‘Wally’ 
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This write-up shows the close-up of Ed- 
ward and “Wally” in a very prominent part 
of the paper, and was quite large. Of 
course, we did not mention their names in 
our show window. The card introducing 
the display read as follows: “Internationally 
famous nuptials hold the world’s spotlight. 
Fashions by Vandever’s, and Clarke’s Good 
Clothes—Flowers by Boston’s Flower Shop.” 

People from all walks of life—men, 
women, children, executives from other 
stores—would stop and exclaim: “Why, that 
is Edward and ‘Wally.’ Others would say, 
“Edward’s face is terrible—‘Wally’ is just 
perfect.” Still other groups would comment, 
“Edward’s face is so natural, but look at 
‘Wally—she looks years younger than she 
really is.” They all seemed to know them 
intimately. Other people called the store, 
and came and talked with the management 





have come to town. They posed for the 
World’s camera man immediately after ar- 
rival Thursday night. Tulsans may see them 
Friday dressed in all their wedding splen- 
dor in the front display window of Vande- 
ver's, 14 East Fifth street. Mrs. Wallis 
Warfield is dressed in a gown of bridal 
satin antique, while Edward, Duke of Wind- 
sor, wears a frock coat and trousers fur- 
nished by Clarke’s Clothiers. Mrs. War- 
field carries a bouquet from the Boston 
Flower Shop. Lifelike to a fine degree in 
size and detail, the plaster of Paris models 
were designed by Leopold S. Schmidt in 
New York City. The display here was ar- 
ranged by Richard A. Staines, Vandever’s 
display manager. The models will be shown 
for seven weeks.” 


—A soft evening effect was attained by 
lighting only the arch, floor, and columns, 
as seen in the cut immediately above... . 
At the right is a "moonlight" view created 
by theatrical at different 


spots placed 


angles— 
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or me and argued that “Wally” should not 
wear a veil and white gown because of being 
a divorcee. To this we would answer, “But 
we do not claim that they are Edward and 
‘Wally.’ To which they answered, “Well, 
everybody recognizes them. You can not 
get by with that.” 

On the other hand, a group of British 
subjects called on the store, and said they 
were highly pleased at the honor bestowed 
upon one of England’s former kings. Of 
course, they were for Edward unanimously 
through thick and thin. 

So, you now will see the reason for this 
commetion. 

Now I shall endeavor to explain why this 
article contains three photographs of the 
same display. They show the evolution of 
lighting in the same window. No. 1. What 
I call daylight effect, with all lights on. 
Notice the general detail. No. 2. Evening 
effect, or just floor, arch, and columns 
illuminated. Notice the expression in the 
faces, the change in apparel detail. No. 3. 
Moonlight, or spot effect, with theatrical 
spots placed at different angles. Notice the 
background effects, and figures as well. All 
these are easily obtained by simply turning 
three switches, obtaining any given effect 
desired. 

I sincerely urge displaymen to try this 
type of lighting. The results are not only 
beautiful, but they are different. They 
dramatize the merchandise. They stop the 
crowds ! 





Moulding Display Firm 
In Expansion Move 

Caused by the enlarged growth of their 
moulding display specialties business, the 
addition of new features, and the acquisition 
of their former quarters by large motion 
picture interests, Irving Berlin & Co. has 
now moved its headquarters, manufacturing 
facilities, and warehouse to a_ five-story 
building at 314 West Forty-fourth street, 
New York City. 
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Some Comments on Display 


The world is constantly waiting for dis- 
play presentations. Whatever it is that 
inspires you, as a displayman—that excites 
your interest—that strikes a responsive note 
in your make-up—that refreshes your imag- 
ination with new inventiveness, deserves a 
perfect presentation. The chances are good 
that the same display that arouses your ap- 
preciation will have a similar effect on the 
people who pass by your store daily. 

Advertising display is as old as nature 
herself, dating back even before the time 
when the first vain peacock spread his ele- 
gantly feathered tail to attract the attention 
of his more humble mate. Coming down 
through the years to the present time when 
millions of dollars are spent annually for 
mercantile display, its colorful career goes 
on. And from good sources comes the as- 
surance of a larger acceptance of display 
appreciation and selling value than ever 
before. 

Different display people work differently 
to attain the common goal of stimulating 
sales and building good will. While I must 
admit that in most cases preparation is 
necessary before installing a window, and 
in some cases a tremendous amount of pre- 
liminary planning is required, I have al- 
ways preferred to work without a definite 
plan—depending on my impressions of the 
growing display as I went along; getting 
what might be termed “the feel of the win- 
dow” as the display took form. I will grant 
that this method of procedure is not good 
advice for many, especially the young dis- 
playman, but it happens to be my personal 
preference. It is much more enjoyable for 
me to enter a window with a few manne- 
quins, some fabrics, and no idea of how the 
finished effect will be. It is an odd fact, 


By C. S. NICHOLS 


Rollman & Sons Company, Cincinnati 


too, that most of my displays which were 
“big’’ successes from the selling standpoint 
were created in just that manner. 

It is the writer’s opinion that if anyone 
has a true artistic sense he should let it 
guide him and that he pay heed to his im- 
pressions as the window develops. The 
result of the finished display is often sur- 
prisingly satisfactory. As an illustration: 
Following this rule recently in working out 
a piece-goods display of Bemberg sheers, I 
used a large pair of cut-out shears as a 
part of the background. It was not until 
later that I realized the connection of the 
words “sheers” and. “shears,” although of 
course the two are natural tie-ups in a 
piece-goods promotion. 











I believe in going in for effects rather 
than for letter-perfect lines and detail down 
to the last fraction of an inch. It is not 
to be forgotten, however, that regardless of 
how clever a display may be, unless it js 
absolutely neat and clean it is marred. But 
it is the atmosphere of a window which 
counts in the long run, and which aitracts 
and sells. Certainly it is more enjoyable 
for the displayman to work for effect, and | 
believe the shopper gets more pleasure and 
stimulation out of a window which tells a 
complete story in an authentic setting. 

The color of the merchandise with which 
one has to deal is the primary element 
around which the display must be built. It 
seems to be the focal point of interest for 
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the shopper, who prefers to see the exact 
shade of the merchandise as it will be even- 
tually used. For that reason, playing with 
artificial light—while the window may ap- 
pear beautiful—is quite liable to hurt the 
appearance of whatever is on view. Skillful 
lighting can be used to enhance the colors 
of the apparel, but it must be used with 
appreciation of its possibilities and limita- 
tions. The value of showing the true ap- 


—A beach scene of much beauty is shown 
above. The background was made of blue 
silk and seascape fabric. Plastic waves, a 
plastic gull, excellent mannequins, and naturol 
posing made the display especially appec!- 
ing. ... For the June bride, Nichols created 
the display at the left. Southern smilax 
formed the background, which had a circular 
recess through which could be seen an eve- 
ning sky effect. White satin ribbons, tied ot 
intervals around bunches of lily-of-the-valley, 
were arranged in an arch on each side 
the corner window— 
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pearance of the merchandise must not be 
sacrifice d. 

There is no better method of dramatizing 
a display than through the use of manne- 
quins. And if they are used, they should 
be the best money can buy. The writer 


would rather have two of the finest than 
six of the ordinary ones at the same total 
cost. Fortunately, the day of grotesque 


and exaggerated mannequins is passing very 
rapidly and we are coming back once more 
to the truly feminine type of figure. Some 
notable work along this line is being done 
by two or three of the more famous studios. 
“On ‘hese two pages are illustrated five 


Rollm: 1 & Sons Company windows installed 
within the past few weeks. The first, for 
beach nd swim wear, had a background of 
blue silk and seascape fabric. Plastic waves 


were 01 a portion of the floor, the latter 
being covered with sandcloth. The diving 
board was white, and at the upper left was 
a plastic gull. 

Second is a display for the June bride. 
Southern smilax was employed for the 
background, which had a circular recess 
through which appeared an evening sky ef- 
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The posing and simplicity of this display 
is especially appealing, the mannequins 
seeming more like actors than mere figures. 





fect with twinkling stars. White satin rib- 
bons with lily-of-the-valley sprays tied at 
intervals were draped against the plate glass 
to form an arch through which could be seen 
the informally posed group. Blue lighting 
carried out the evening effect. The bride’s 
gown was of old ivory satin, and those for 
the bridesmaids in aqua blue and yellow. 
The matron of honor wore peach. 

The first photograph at the top of page 
17 is of an office setting showing Saxon 
weave flannels for sports or business wear. 


—All the elements of drama in a simple 
setting are to be found in the first display 
on this page. The naturalness of the pos- 
ing, which seems to be a characteristic of 
Nichols’ work, made the mannequins seem 
more like actors in suspended animation. 
. . « For the shirt and crepe tie display a 
background was used of wall paper having 
white tropical foliage against a green 
ground. . . . Gadgets were singled out for 
individual attention in the final photograph. 
This method of showing’ many small objects 
makes each article easy to see— 





You will notice that the man in sports ap- 
parel has attracted not only the attention 
of the business man, but of his secretary 
as well. A presentation of this nature has 
strong human interest. 

Light weight “Sea Breeze” shirts and 
crepe ties were featured in the next display, 
an example of a men’s furnishings window 
which typified coolness and attractiveness. 
The background covering was an exclusive 
wall paper pattern showing white tropical 
foliage on a green ground. Two ruscus 
panels flanked the background, several small 
palms and a grass floor covering completing 
the window. 

“A gadget is a small labor-saving device” 
read the card in the foreground of the gad- 
get display. A hand-lettered “poem” in the 
center gave examples of the handiness of 
the different instruments, and “Gadget Lil” 
was given a prominent place at the left as 
“Queen of the Kitchen.” Incidentally, this 
panel method of showing small articles can 
hardly be excelled. Each gadget stands out 
in nice relief against the dark background 
and the regular rectangles set each article 
off to itself. Confusion to the eye, always 
a problem in the display of a multitude of 
small objects, is avoided. 





DISPLAY WORLD 


June, 1937 


The Success of the Display 
Depends on Preparation 





The success or failure of a display is de- 
termined before it ever sees the light of 
day. What went into its planning? How 
carefully is the original idea followed? And 
was the plan selected one which will sell? 
When those questions can be answered fa- 
vorably there is little to worry about as to 
whether or not the display will move mer- 
chandise, 

The importance of careful advance plan- 
ning has been proved conclusively by too 
many displaymen to be questioned. It is what 
goes into the display before installation 
that counts. 

Several different factors must be consid- 


By CHARLES H. TENNEY 


Dalton's, Baton Rouge 


Jantzen 


ered in this preliminary work. First, of 
course, is the merchandise itself. That is 
what we want our customers to buy—not the 
backgrounds, not the plush rug, not the mod- 
ernistic deer. We are selling yard goods, 
spring suits, or straw hats, not displays. 
Then we must consider the type person 
to whom the merchandise will be of interest. 
At what individual should the display be 
aimed? The price shopper? The buyer of 
quality and style, to whom price is of sec- 
ondary interest? To the debutante, the 


school girl, the housewife who does her own 
Each requires a different approach. 
Certainly that 


sewing ? 
And how about the season? 





aspect of the window can never be over. 
looked. Indeed it plays such an important 
part in display that it seems needless to 
mention it. But is there something diferent 
about this particular season? Are there any 
news events of importance which occur, pos- 
sibly for the first time, in the season at 
hand? It there anything which makes it 
necessary to consider the time of year in 
a different light than the same time last 
year? 

Then there is the atmosphere which must 
be created in the display to suit the idea or 
activity the merchandise might suggest. 
Displays nowadays are functional; they 
must sell the purpose, the ultimate use of 
the articles shown. Atmosphere is one of 
the requirements of this type presentation. 

All the above-mentioned questions must 
be answered, as I have said, in the display 
department—not in the window. The instal- 
lation is the climax, reached only after a 
sound groundwork has been laid. 

What is a well-planned and well-merchan- 
dised display supposed to do? I can give 
only my own answer to that. It must, with 


—The bathing ‘apparel window was designed 
by Charles Tenney to sell, primarily, the fact 
that the bathing season is here. All displays 
of major importance at Dalton's are first 
sketched in detail in crayon, the sketch be- 
ing followed very closely in the actual 
installation. . . . An outdoor setting was 
created for a window of linen suits. The 
properties were simple, but added much to 
the atmosphere of the display— 








June 


subt 
resp 
mus! 
a d 
eithe 
it m 
tows 
Tl 
rang 
to ¢ 
to t 
H 
disp 
orde 
opp 
1s 
sket 
evet 
O 
this 
wee 
ate 
be 
was 
rial 
piec 
wit 
T 
not 
bac 
ture 
ges 
An 
log 
1 
ter 
coo 
cen 
the 
ove 
wa: 
wa: 
pal 
7 
this 
sug 
wo 
in 
lim 
mo 


I 


» 1937 


over- 
rtant 
3S to 
erent 
- any 
pos- 
n at 
BS it 
r in 
last 


must 
a or 
gest. 
they 
e of 
e of 
n. 

nust 
play 
tal- 
ra 


lan- 
sive 
vith 





June, 1937 


subtle but dominating force, get immediate 
response. It must so impress the shopper— 
must so sell the commodities displayed—that 
a desire for the merchandise is created, 
either consciously or subconsciously. And 
it must also have the power to impel action 
toward the purchase of whatever is shown. 

The display that does this has to be ar- 
ranged so that each element is coordinated 
to create a picture that is pretty, pleasing 
to the eye, authentic, and interesting. 

Here at Dalton’s we give every important 
display all the consideration necessary in 
order ‘o insure that the merchandise has an 
opportunity to do a good job of selling. It 


is our custom to make detailed crayon 
sketches of window and interior displays for 
every promotion of importance. 


Our opening bathing apparel display for 
this ycar (see first cut) was planned two 
weeks in advance. Naturally the appropri- 
ate seiting for a display of this kind would 
be a beach scene. The arrangement shown 
was executed at very small cost, the mate- 
rials used consisting chiefly of only a few 
pieces of wall board. The floor was covered 
with a sea-shell effect fabric. 

The shopper, on viewing this display, did 
not see the swimming apparel first, nor the 
background. What she did see was a pic- 
ture that immediately, with forceful sug- 
gestion, said: “The swim season is here!” 
And the desire for a new swim suit was the 
logical outgrowth of the initial thought. 

The next display, featuring linen suits, 
temptingly suggests that it is 20 degrees 
cooler in one of the suits shown. The large 
center panel bears a thermometer as well as 
the sales message. An awning was placed 
over the center panel, and on either side 
was a cut-out fence painted white. The floor 
was covered with green grass mats, with 
palms at each end of the window. 

The bridal window on the second page of 
this article was based on a Vogue promotion, 
suggesting the complete outfit that the bride 
would need for the honeymoon. The panel 
in the background was worded: “Trousseau 
limited—for the bride with more taste than 
money.” 

Large cut-out flowers covered with the 
featured fabrics created a novel setting for 
a cotton piece-goods promotion, as_ illus- 
trated by the next photograph. This display 
stimulated considerable interest among those 
inclined to fashion their own cotton frocks 
and was productive of much activity in our 
piece-goods section. 

The last picture shows a display in which 
sheers were featured with good results. The 
large center panel was of wall board, painted 
with an Easter motif. The plastic rabbit 
and chicken were used to accentuate the 
idea of Easter. The floor was covered with 


—Three typical Dalton displays are shown 
on this page. The first, based on a Vogue 
Promotion, emphasized the complete ward- 
robe needed by the bride for a honeymoon. 
- . . Cut-out flowers covered with the fea- 
tured fabrics worked out into a nice setting 
for a cotton piece-goods promotion. This 
display, as well as the final one—for sheers 


—produced noticeable increase in sales— 
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green paper excelsior as illustrated below. 
Here at Dalton’s we believe in good, sen- 
sible backgrounds. We believe in good dis- 


plays, well planned and well executed. We 
believe that the proper display of merchan- 
dise is of major importance in present day 
In our display department we try 


selling. 
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to stress the fact that in our windows, as 
well as in the newspaper, we must tell our 
story interestingly and as cleverly as pos- 
sible. 

And in window display it is my opinion 
that it takes more than the merchandise and 
a spray of flowers to do so. 
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Duttings Across Ihe idea 
Back of the Display 





—Only one shade of hosiery was shown in 


each of these three windows. For the one 
above, the words "Mexico Copper" were 
made of aluminum letters on a strip of real 
copoer. The cut-out head extended several 
inches from the panel. On the map were 
cut-out palm trees and a villa— 


It is elementary to say that every display 
should have an idea back of it, just as every 
story, painting, or other means for the 
transmission of a thought from one to an- 
other should have a reason for existence. 
But quite frequently one sees displays that 
lack coherence, that can’t seem to decide 
exactly what it is they are supposed to get 
across to the public. Undoubtedly you have 
read books that were much the same way. 

Before preparations for the construction 
and installation of a display are even thought 
of, one thing should be done. This is to 
decide why the merchandise is to be shown, 
and what there is about it that singles it out 
for special attention. The displayman must 
realize that he is the medium through which 
the merits of the article are interpreted to 
the sidewalk traffic. If the idea back of the 
display is firmly and clearly understood, 
then the chances are that the idea will be 
made equally clear to those who must take 
their impressions from the arrangement be- 
hind the glass. 

In other words, the displayman must know 
the selling points of the merchandise and 
plan his window so that those points re- 
ceive attention—and of course he will see 
to it that the most important feature is 
given prominence. 





By GUY GUNKLE 


Stewart Dry Goods Company, Decatur, Ill. 


In small display windows, such as the 
three shown here, it is possible to keep 
to a central theme much more easily than in 
big windows where the natural tendency is 
to “spread out,” both with the display and 
with the number of ideas offered for the 
consideration of the shopper. 

Each of these displays happened to be for 
No Mend hosiery. Using a panel treatment 
against the regular background of the win- 
dow enabled us to concentrate the principal 
idea in one spot, where the sales message 
and a touch of glamour through the illus- 
tration employed, told the story concisely. 

The first, for example, said only: “Wear 
Mexico Copper with everything—The new 


Nol cud 


PRESENTS 
*, 


—lIn this window a white background let- 

tered in brown was used, with an ox- 

drawn prairie schooner and prospector 

done in natural coiors. The man's figure 

was a cut-out protruding 3 inches from 

the background. Palms and hills also 
were cut from wall board— 


spring shade by No Mend.” The window 
was devoted solely to this one shade. The 
words “Mexico Copper” were made of alum- 
inum letters on a strip of real copper. The 
panel background was white, with brown 
lettering. A cutout was made of the head, 
which was extended severai inches from the 
background. It was shaded in blue, with 
natural coloring for the face and brown 
for the sombrero. The map of Mexico was 
orange, and on it appeared cut-out palm 
trees and a villa. These were affixed to the 
map so that they stood out from its surface. 





The “California Gold” display had a white 
background lettered in brown, on which was 
an ox-drawn prairie schooner and _ prospec- 
tor in natural colors. The figure of the 
man was cut from wall board and stood out 
3 inches from the panel. The palm trees 
and hills were cutouts, too. Again only one 
shade of hosiery was shown. 

Travel was the central idea which tied-up 
with the name “Traveltones” for the third 
display, three methods of transportation be- 
ing shown by cutouts on the white back- 
ground. The ship and island were placed 
flat, while the airplane extends out from 
the panel. Cut-out foliage and a palm tree 
were placed beside the streamlined train. 





Abercrombie & Fitch 
Displays ''Armor"’ 

A chain-mail shirt made of aluminum 
links and priced at $175 served as the basis 
for an unusual window display at Aber- 
crombie & Fitch, New York City, a short 
time ago. A window card explained that it 
had been made up on special order for a 
representative of a South American oil com- 
pany whose duties take him into a section 
of the jungle where natives amuse them- 
selves by shooting poison darts at intruders. 


—To tie-in with the name "Traveltones," 


Gunkle used a panel showing three types of 
modern transportation. The airplane, a cut- 
out, extended well into the window, while 
the ship and island were flat against the 
background— 
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Doint=-of-sale Gallery 











—The House of Wembdon 
helps the sale of its men's 
lavender cologne through an 
attractive “Companion Trio," 
effectively displayed. Playing 
up in the display the mascu- 
linity of the product, Wemb- 
don includes a complimentary 
miniature shaving bowl and 
after shaving lotion with the 
kit. The compactness of the 
unit and its display is a de- 
cided advantage— 


* 


—Designed and made by Kay 
Displays, Inc., New York City, 
the display for silverware is 
constructed of plywood fin- 
ished in natural wood stains 
and lacquer colors. The illus- 
tration is a full color reproduc- 
tion of an oil painting depict- 
ing a scene from Paul Revere's 
famous ride— 


of National Displays 





* 


— "Smooth" and 
effective in design 
and copy describes 
this unusual new 
window display for 
the American Lead 
Pencil Company, 
designed and lith- 
ographed in full 
natural color by 
the Brett Litho- 
graphing Com- 
pany, Long Island 
City, N. Y.— 


* 








— The weather — the most 
talked-about subject in the 
world — is made the focal 


point for this window display 
for Calvert Distillers Corpo- 
ration. Eight-color lithography 
was used for the "cats and 
dogs" set-piece, which was 
placed before a background 
of yellow and green crepe 
paper— 


* 


—A new rote in fountain pen 
and pencil display is produced 
in these new fixtures, designed 
by The Wahl Company, Chi- 
cago. The complete display, 
consisting of centerpiece and 
four side pieces, is made of 
metal finished in bright gold. 
The centerpiece —width, 15 
inches — carries seven sets in 
gift boxes. Cost of the com- 
plete display is offset by one 
$7.50 Eversharp safety ink 
shut-off pen included in the 
deal free of charge— 
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Utility Goes Modern 


By JOHN B. MARRIOTT 


Cincinnati 





To the dulcet strains of “Oh, Promise Me,” 
the Cincinnati Gas and Electric Cotmpany 
two weeks ago opened an interesting pro- 
motion on the sale of electrical appliances 
for the June bride. In one of the largest 
windows of any store in the state, the com- 
pany presented a display second to none in 
its uniqueness for utility merchandising. 
Howard Williams, display consultant for 
the firm, and president of Co-Operative Dis- 
plays, Inc., personally took over the task of 
placing the elaborate dramatization in the 
window, and it was under his guidance that 
the ideas were conceived and the properties 
produced and installed. 


In the 38-foot expanse of the mammoth 
show window, only seven lamps and _ six 
electric appliance units were shown. Al- 
though more generous merchandise group- 
ings might have been effectively arranged 
in this display promotion, the primary and 
especially directed purpose of the dramati- 
zation was to impress the modern young 
women of newly created American homes 
with the fact that the opportunity was at 
hand for selecting electrical merchandise. 

With one of Gottwald’s latest mannequins 
carrying the role of the bride, Williams cre- 
ated a costume with several yards of white 
satin and a few pins. The model was re- 


flected in a blue mirror background, aid the 
story graphically portrayed with a travspar- 
ency on the center panel, illuminated from 
the rear. The newly adapted and exten. 
sively used wire mesh material proviced an 
interesting treatment for the circular stair- 
case. Paper fibre tubes, wrapped with a 
rich, gold paper material, suggested the 
organ motif at the side, and garlands of 
light greenery added typical bridal decora- 
tive effects to the pipes. The floors were 
decked with white rayon and fluffy cotton 
netting. In the arm of the bride rested a 
modest arrangement of lilies. 

The publicity directors of the larger util- 
ity companies, for the most part, are great 
believers in up-to-the-minute displays. Ken- 
neth Magers, director of publicity, the Cin- 
cinnati Gas & Electric Company, and chair- 
man of the “Better Copy” committee of the 
Public Utilities Advertising Association, is 
one of the outstanding men in the utility 
field of this country, advocating abundant 
but well-planned window, interior, and ex- 
position displays, under capable direction. 
Magers also recognizes the value of com- 
pletely coordinating and tying-in newspaper 
and window display promotions to secure 
full exploitation of the merchandising 
themes evolved by his firm. 


—A 38-foot window was devoted recently 
to a novel electrical appliances promotion 
by the Cincinnati Gas & Electric Company. 
Only a few appliances were shown, the 
center of the stage being occupied by a 
mannequin clothed in a wedding gown. Be- 
hind the bride was a blue mirror back- 
illuminated 


ground, with a_ transparency 


from the rear to show a ring being placed 
on a hand— 





ma 
Bl 
Yo 
chi 
an 
ne: 
eff 
on 
be 


G 


Sl 
Ne 


sle 
an 
kn 












1937 ¥ 


| the 
par- 
rom 
‘ten- 
1 an 
tair- 
ha 
the 
$ of 
ora- 
vere 
tton 
dea 


util- 
reat 
cen- 
Cin- 
jair- 

the 


ility 
lant 


ion. 
om- 
uper 
‘ure 
sing 















June, 1937 


Cannon Contest Prizes 


Total $600 

The annual display contest conducted by 
Cannon Mills, Inc., 70 Worth street, New 
York City, will this year offer $600 in cash, 
each award to be divided eaually between 
the display manager and the towel or sheet 
buyer. The contest applies to displays in- 
stalled during May and June. The three 
principa| prizes are $200, $100, and $50, re- 
y, with ten awards of $25 each. 


spective! 

Two dollars will be allowed to cover the 
cost o: each photograph submitted. The 
bill should be sent to the Cannon dealer 
service bureau. Photographs must be mailed 
to the same department not later than June 
30. Displays must feature Cannon products 
in convection with store promotions—Can- 
non towels alone, Cannon sheets alone, or 
the two items combined. Judges will be 
Miss \larion Taylor, merchandise editor, 
Vogue; Harold W. Brightman, general mer- 


chandise manager, L. Bamberger & Co., and 
F. A. Williams, president, Cannon Mills, Inc. 





Blockart Introduces New 
"Inlay'’ Moulding 


A chrome “Inlay” metal moulding with 
many display uses has been introduced by 
Blockart, 132 West Fourteenth street, New 
York City. The new moulding consists of 
chrome-plated metal on a fibre board back 
and measures less than 1/16 inch in thick- 
ness. It is used for inexpensive decorative 
effects, for framing flat showcards, edging 
on pillars, etc. Descriptive literature can 
be obtained from the firm upon request. 





Good Acceptance Reported for 
Women's Sleeve Forms 

Edwin E. Goodman, Goodman Flexible 
Sleeve Form Company, 213 West 125th street, 
New York City, reports that the display 
field is giving good acceptance to his firm’s 
sleeve forms developed for women’s suits 
and coats. The Goodman Company is well 
known for similar forms for men’s apparel. 





Schroeder Named Head 
of Display Division 

Charles Stores Company, New York City, 
has announced the appointment of R. D. 
Schroeder as head of the new central dis- 
play division recently established by that 
firm. Schroeder for the past five years was 
with Genung’s Department Stores. 





New Display Service 
Organized 

Julius R. Teich, for the past tem years 
engaged in window display advertising, has 
lormed a new display service to be known 
as Superior Displays. The firm will cover 
New Engiand and will have its headquarters 
at 370 Tremont street, Boston, Mass. 





Detroit Displayman 
Sails for Europe 

Charles F. Wendell, J. L. Hudson Com- 
Pany, accompanied by Mrs. Wendell, recently 
sailed for Europe via the S. S. Normandie. 
He will spend several weeks in England 
and on the continent. 
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KLING-TITE and HANSCO 
TACKPOINTS IN THE 























INKED together in a perfect- 

working combination — Kling- 
Tite and Hansco Tackers and 
Tackpoints assure faster, better 
tacking. They're both made in 
the same plant under unified con- 
trol, which assures smooth, accur- 
ate operation. 


ASK FOR FOLDER 
If you’re not a Kling-Tite or Hansco 
user, send for descriptive folder of 
Kling-Tite and Hansco Tackers. 





5041.RAVENSWOOD AVENUE 
CHICAGO, ILL. 





3 T: 


Faster 
. Tacking 


— Better Service 
to the User 


Kling-Tite and Hansco Tackers 
are made for driving Tack- 
points up to Y-inch length. 
They're widely used for all 
kinds of tacking—cutting costs 
and speeding up work. 








~—TACKERS and 
B\ STAPLERS 
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MEN AND WOMEN 


will attend 


18,500 CONVENTIONS 
during the coming year 


FFECTIVE booth decorations, convincing posters and displays are on the 
“must” list for the thousands of EXHIBITORS who will participate in 


these affairs. 
events long enough in advance. 


Success in selling them depends upon your knowledge of these 


Current issues of World Convention Dates will start you off with a list of 


thousands of coming conventions and exhibitions . 


every month. 
a a a ==) 
WORLD | 
| CONVENTION | 
| DATES 


The price is low 


Connects Beyers end tellers ia 
Billion- Beller Convention Market 
Beenie Pace eerees 
whe ASSOCIATION EXECUTIVE =| 
‘The WOTEL SALES ManacER wie 
The convention cauuwoae = | | 
The Comvennon worm ous 
The wwene-To-suy oerr, | 
= 


. additional lists follow 


Subscribe to World Convention Dates, get inside infor- 
mation, and get your share of this lucrative business. 


only $15 for an entire year. 


Write for a sample free copy today. 


WORLD CONVENTION DATES 


330 WEST 42np STREET, NEW YORK CITY 








JOBBERS! 


We manufacture high-grade display fixtures 
for men’s wear. Distinctive Designs. Attrac- 
tive discounts. 


B. L. MOULDEN CO. 


920-30 Clifford St. Baltimore, Md. 








MATERIAL 


314 N. Eutaw St. 





BECKER SIGN SUPPLY CO. 
Baltimore, Md. 


WINDOW DISPLAY 








é 
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—Jerry Timm was formerly assistant to George H. Wagner, who needs 
no further identification for readers of DISPLAY WORLD. A year or 
so ago Timm was made display manager for Husch Brothers, St. Paul, 
Of the six 
displays shown here, each of them typical of the type Timm is using, 
he has this to say for the "Shades of Fashion" hosiery window and 


Minn., where he has been doing an excellent display job. 
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Displays Ly Jerry i 











the one for $3.95 knitwear (the two photographs in the center): "Of 

particular interest are these two displays. In both cases they outdid 

themselves, first in the selling angle and secondly in upholding the 

tradition of something new and different at Husch Brothers.’ Timm is 

a member of the St. Paul display club and takes an active prt in 
all of its activities— 
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National Capital Club Receives 
|, A. D. M. Charter 
The National Capital Display Club was 


presented with a cha.ter of affiliation 
with the International Association of Dis- 
play Men by Syl Reiser, of St. Louis, man- 
aging director or the & A. D. M:; ata 
meeting Wednesday evening, May 26, in the 
Italian Gardens of the Mayflower hotel, 
Washington, D. C. Reiser, in a short talk, 
told of the benefits that can be derived from 
this affiliation and stressed the importance 
and prestige the display profession now 
holds throughout the world. 

Stephen Vorhees, chairman of the Board 
of Design of the 1939 New York World’s 
Fair anc president of the American Institute 
of Architects, was guest speaker of the eve- 
ning. fie told those present that “display 
can be classified into two separate functions. 
They are service and material functions. 
These can still be divided into three issues, 
the interdependence of which can easily be 
describe as political, social, and economic. 
The soouer that these functions and issues 
are given to suggestive display, the more 
successiul that display will be.” Vorhees 
also spoke of the progressive movement of 
color in display and the valuable bearing 
it has in suggestive selling points of each 
and every exhibit. 

“Display must follow the trend of modern 
times. Display is research.” In illustrating 
these points, Mr. Vorhees cleverly sketched 
to the club the architectural design of the 
1939 World’s Fair, dramatizing the display 
profession by his description of the arts and 
decorations to be used in this world enter- 
prise. 

Mark Lansburgh, vice-president of Lans- 
burgh & Brother and president of the Na- 
tional Capital Cinema Club, showed his 
colored motion pictures of springtime gar- 
dens in Virginia and also pictures he took 
in Bermuda. The narration that Lansburgh 
gave while showing these films was highly 
interesting. 

Tina Marranzano, executive secretary, 
who recently returned from New York City 
where she contacted a large group of display 
manufacturers, reported that they had 
pledged their voting strength, financial as- 
sistance and complete cooperation to further 
the efforts of the National Capital Display 
Club in securing the 1938 convention of the 
International Association of Display Men 
tor Washington. Miss Marranzano also 
Stated that she had received splendid co- 
operation from R. C. Kash, editor, DIS- 
PLAY WORLD; J. Duncan Williams, 
editor, Merchants Record and Show Win- 
dow; Syl Reiser, managing director, I. A. 
D. M., and Robert O. Johnson, president of 
the Chicago club. 


local unit but immediately. became a member. 
She also expressed her desire to become a 
member of the I. A. D. M. 

Syl Reiser was formally introduced to the 
officers of the National Capital Display Club 
at a luncheon held in the dining room of the 
Mayflower hotel. The luncheon was given 
by John Schlotterback, assistant manager of 
the hotel. He also entertained Mr. and 
Mrs. Reiser and their two children, John 
and Mary, and also Miss Marranzano at 
another luncheon the following day. Those 
who attended the first luncheon were Tina 
Marranzano, executive secretary; Arthur 
Gray, Joe McCann, Ollie Grimes, Roy Hern- 
don, William Bowman, Paul Firestone, 
James Styles, Louis Banks, and John Schlot- 
terback. 





J. B. Bockout, Jr., 
‘Wins Contest 

J. B. Bockout, Jr.. San Jose Hardware 
Company, San Jose, Calif., has been awarded 
first prize in the window display contest 
held in connection with the annual observ- 
ance of Fishermen’s Week, and sponored by 
The Sporting Goods Dealer magazine. Sec- 
ond prize in this nationwide contest was 
awarded to L. E. Summerton, Memphis, 
Tenn., for his display in Sauer’s Department 
Store. 

Other prize winners included E. Therkel- 
son, Davidson Company, Des Moines, Iowa; 
Paul Lubbers, Recreation Equipment Com- 
pany, Springfield, Ohio, and J. W. E. Joyner, 
W. D. Joyner & Sons, Rocky Mount, N. C. 





Los Angeles Displaymen 
Attend Luncheon 

Fifty-two Los Angeles display managers 
and assistants attended a luncheon meeting 
May 13, at which time they were addressed 
by a guest speaker from the Junior Chamber 
of Commerce. The program was under the 
direction of John Flotten, Harris & Frank, 
president of the group. 

J. Roy Stewart, Barker Brothers, was 
selected to serve as chairman of the stag 
dinner meeting scheduled for June 12. A 
request was made that all present at the 
luncheon plan to attend the dinner and to 
bring a guest displayman. 





Nalco Products Receive 
Good Reception 


Nalco, Inc. 116 East Twenty-seventh 
street, New York City, designer and pro- 
ducer of Surf Panorama and its comple- 
mentary Sandscape and Grasscape papers, 
reports an excellent reception accorded their 
materials throughout the country. The firm 
will shortly be prepared to show its Christ- 
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Miss Margaret Klein, supervisor of gov- 
€rnment exhibits of the Department of Labor, 
who has been highly interested in the forma- 
tion of a display club in Washington, 
not only enjoyed her first meeting of this 


Formerly with the Rockford, Ill. store of 
Block & Kuhl, George Briggs has been 
made display manager of the firm’s Peoria, 
Ill., unit. He replaces F. Hartley, who is 
now with Carson Pirie Scott & Co., Chicago. 
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Striking Installation Men 
Win Pay Increases 

Chicago service company trimmers, who 
recently affiliated with a local union and 
went on strike two weeks ago for substan- 
tial pay increases among other requests, won 
out on June 9 when practically all of their 
terms were agreed to by their employers. 
(Story on page 36.) A series of negotiations 
in which the installation service company 
heads submitted various counter-proposals 
met with no success until the installers were 
gianted an increase of 20 cents (from 90 
cents to $1.10) for each “ordinary” display 
installed, a rate of $2.10 on each merchandise 
display, and other concessions, including a 
closed shop. 

The agreement represents a considerable 
immediate loss to most of the service com- 
panies, since many contracts for the instal- 
lation of national advertisers’ displays had 
already been signed before the strike at a 
rate made possible by the former wage scale. 
What the final result will be is hard to say, 
since so many ramifications enter into the 
picture. First, how will national advertisers 
in the Chicago market react to the increased 
cost of display for that sector?—since the 
service companies maintain that they were 
operating on an extremely close margin un- 
der the former set-up and undoubtedly must 
charge a higher fee to the advertiser when 
present contracts expire. 

Again, will Chicago display be thrown into 
competition against that of other cities if 
the national advertisers decide that the cost 
in the Illinois city is too high in compari- 
son with other markets? 

And what about the installation men in 
other centers? Will they follow the example 
set them by the trimmers of Chicago and 
organize and strike? Is this first strike 


only one of a series which will occur all 
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over the country and which will eventually 
result in substantially increased display 
costs to the advertiser? 

Also, what will be the union’s next step 
in Chicago? There still remain for pos- 
sible organization retail displaymen and 
those connected with display studios. 

About the only ray of sunshine the Chi- 
cago services can perceive in the situation 
is that no longer will it be economical for 
the advertiser to maintain his own display 
installation crew for that city. The union 
has gone so far as to undertake the job of 
unionizing the members of such crews, pro- 
viding for payment of $1 per display in- 
stalled up to thirty-five weekly, above which 
the figure increases to $1.10. Also provi- 
sion is made for payment to the trimmer of 
5 cents per mile for the use of his automo- 
bile. Thus advertisers who wish to use 
display in the Chicago market may find it 
more economical to use the services of an 
established installation firm—in spite of the 
increased charge which will be made neces- 
sary as a result of the recently concluded 
strike, 





Will Retail Displaymen 
Take To Unionization? 

Since the formation of the Committee for 
Industrial Organization attention has every- 
where been focused on the subject of the 
labor union. Gradually unionization efforts 
have been spreading to the retail field, sev- 
eral cities witnessing attempts on the part 
of labor organizations to line up sales peo- 
ple, maintenance men, and the like. 

As a result, it is only a question of time 
until displaymen must consider whether or 
not they will join a union. While it is 
very improbable that an attempt will be 
made on the part of organizers to include 
retail display managers and their inimediate 
assistants, undoubtedly those concerned with 
the production and actual installation of 
display will be the object of intensive ef- 
forts at unionization. 

Whether they are lined up through a union 
having a direct connection with display, or 
through more general means, ultimately re- 
tail displaymen who have any part in the 
construction and installation of displays 
must face the question: “To unionize or 
not?” It will be interesting to see how the 
situation is received and what the results 
will be for the display field. 


Displays Must Be Used 
Before They Can Sell 


Lithographers in convention at White 
Sulphur Springs on May 13 were told in 
strong terms that a large percentage of the 
displays made for national advertisers are 
being wasted. The speaker was A. C. Niel- 
sen, head of a Chicago marketing research 
firm. Among the statements made were 
these: of fifty-seven leading national brands 
in use by dealers at a given date, a maximum 
of only 12 per cent of the stores used a 
specific display, and twenty-three of the 
brands had less than 1 per cent representa- 
tion in the stores; a manufacturer of a 
grocery store item had 250,000 displays made 
up—with less than 1 per cent being used. 
Other examples of display waste followed, 
and Nielsen added that a_ tremendous 
amount of displays never see the retailer’s 
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windows, and that many are installed {fo 
one day or less. 

There is no question but that some na. 
tional advertisers have spent thousands oj 
dollars for display without receiving any. 
thing like a fair return for their invostmen, 
But in practically every case where this o¢. 
curred the waste was caused by plan iing the 
displays without giving proper consi ‘eration 
to the requirements of the retailers o:: whom 
their use depended. There is too muh com. 
petition for window and counter spa:e for a 
dealer to use a display which does not 
satisfy him. 

Still another factor which must be taken 
into consideration is the fact that there js 
an inertia on the part of the retailer which 
must be overcome before the display will be 
used. He must either be induced ‘o open 
the display, put it together, and get it func. 
tioning—or he must have this done for him, 
Here is where the display installation service 
enters into the picture. It is hard to con- 
ceive what grounds a national advertiser 
can find to justify a display campaign in 
which he spends a large sum of money for 
art work, lithography, mounting and _finish- 
ing, transportation charges, and the like, and 
then depends on the dealer to use his mate- 
rial in the face of similar or better displays 
furnished by a competitor. How much sim- 
pler, and in the long run how much more 
economical, to take advantage of the expe- 
rience and clintele built up by established, 


reputable installation service companies! 
The installer can literally guarantee the 


use of the displays entrusted to him for 
distribution in his territory; not only can 
he assure the advertiser that they will be 
used, but used in a neat setting, and kept 
in the window for a stipulated period of 
time. Furthermore, the service company will 
furnish proof that all this actually takes 
place. The advertiser's .campaign can be 
meticulously controlled as to date of release, 
type of stores in which it is used, form oi 
display, and territory covered. 

There is little, if any, excuse for the waste 
which Nielsen so vividly pointed out. 





George Wells Leaves 
Franklin Simon & Co. 


George Wells, for the past nine months 
display director for Franklin Simon & Co, 
New York City, has resigned as of June 12 
His future plans will be disclosed after a 
short vacation. In future all Franklin Simon 
display, both window and interior. will be 
under the direction of the store's fashion 
director, Claire Lang. 

Wells was formerly with Lord & Taylor, 
New York City, and with Montgomery 
Ward & Co., Chicago, leaving the latter 
firm to join Franklin Simon & (o. last 
October. 





Selfridge's Coronation Trim 
Continues to Attract 

The $125,000 exterior decoration «sed by 
Selfridge’s, London, for the coronation cere- 
monies continues to attract crowd:, it 'S 
reported, and will be left in place until Aw 
gust 1. An American department s' re has 
offered to purchase the ensemble at ‘he end 
of that time, but no decision has 5 t beet 
made by the London company in this regaré. 
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point=-of=-Durchase Display 


By J. R. COLLINS, Advertising Manager,* 


Libby, McNeil & 


The Progressive Grocer, one of the out- 
standing retail food trade publications, 
states that there are 75,000 leading groceries 
in the country that have a total circulation 
of 15,000.000 customers a week. If we had a 
display in these 75,000 grocery stores we 
would then have a circulation of 15,000,000 


and I don’t know of another medium that 
will giv. you that type of circulation when 
the readcr is in a frame of mind to buy 
and is a’ the place where the product is sold. 
That buving circulation can get from dis- 


play an exposure that will bring results if 
properly used. 

Research is a logical step in finding out 
what and how and when to use it. We must 
know how the store can guide traffic so as 
to get it passing all departments. We should 
know how wide the shelves are; the depth 
and width of the counters; how wide and 
the best location for mass displays; where 
the fruit and vegetable racks are located: 
how they are handled; the location of the 
meat department; where the products are 
located on the shelves; how the store is 
departmentalized. These are things that 
every groceryman and the displayman should 
know. Without this information he can not 
possibly create, with any kind of intelli- 
gence, material that will be used effectively. 

We know that the modern trend of open- 
ing up the store—with the use of skillfully 
built displays and proper advertising mate- 
rial—has directed traffic to all corners of 
the store, resulting in people helping them- 
selves and spending more. We also know 
this open plan has brought a need for well- 
conceived, high-grade creative material that 
is intelligently planned. We know that fresh 
produce plays an important part in the total 
volume of the store and this department in 
these open stores lends itself to increasing 
unit sales—the joint promotion of two or 
more items, such as pineapple, cottage cheese, 
head lettuce. As to the present trend, it 
seems to be super-markets. If these de- 
velop, then a new display technique will 
have to be developed to use in these mam- 
moth grocery stores. In any case, every 
advertising man today should be on the 
alert in studying trends in store arrange- 
ment. Point-of-sale is too important in the 
scheme of merchandising to be overlooked 
in this respect. 

We should know how the consumer will 
buy our product and in what quantities— 
two for, or three for. We should know the 
dollar profit the product will give the dealer, 
and most important, what the percentage of 
the product’s sales is to the total volume 
of the store. We should not ask grocers 
to give us valuable floor, window, and coun- 
ter space for a product whose volume of 
Sales is small in comparison to the total 
Volume for his store. The fact of the mat- 
or is that he won’t do it, even if you ask 
im. 


At the same time we should know those 


—— 


ag etom. an address before the Chicago Federated 
Advertising Club. 


Libby, Chicago 


items of low profit, but fast turnover, that 
are profitable, that are traffic-getters. We 
should know or have an idea of the per 
head consumption of popular items, in order 
intelligently to merchandise those in our 
line as well as non-competitive. 

You should know, and can get from the 
United States government, figures as to 
mark-up by products and relation to gross 
sales—whether fast turnover or slow turn- 
over, and the consumption of the product 
per capita. It is probably impossible to re- 
member them, but at least get a list and 
keep it handy; its consultation will save 
money on displays. 

We know from studies of our own the 
dealer’s preference for: window posters; 
can tops; display cards; selling price cards; 
pennants for windows and interior; unit 
sales ideas; jumbled display racks and 
stackers. We also know he likes special 
sales ideas that give him an opportunity 
to push many products. He wants sugges- 
tions and ideas for display fundamentals, 
store arrangements, window plans. We 
know he will use material if created for his 
needs, his standpoint, and for the solving 
of his problems. 

From our experience we know that dis- 
tribution through salesmen is the best. The 
salesman is more intimate with the grocer, 
who willingly accepts good suggestions and 
ideas. Also, as salesmen many times have 
to wait to see the buyer, they can build 
displays, straighten displays, and place ma- 
terial to a good advantage while waiting. 

Take into consideration when planning 
window material that in the summer the 
woman hugs the awnings to keep in the 
shade, and all the display material in or on 
windows should have a cooling atmosphere. 
In winter when she buries her head in her 
collar, let your windows reflect warmth, 
cheerfulness, and excitement. This can be 
done effectively by the use of color and 
action. Remember that in less than six sec- 
onds the average person will walk past a 
20-foot store front (12-foot window) and 
during these seconds the advertising must 
make the impression and create interest, 
which means the design must do a quick, 
complete job. 

The feminine orderly instinct can be used 
to sales advantage by placing cans upside 
down. The women will set them right and 
to do so they must handle the product. They 
therefore come closer to the sale. 

If you will observe women shoppers at 
work you will notice what hunters’ tactics 
they use. Their department store bargain- 
hunting habit goes with them into a grocery 
store, and the shopper will pinch and squeeze 
the oranges and ask the price even though 
it is there. The shopper will walk to the 
candy counter, then suddenly hunt for some- 
thing in the coffee section. She will then 
make a kill in the soup department. All the 
while her mind is trying to solve that daily 
problem: “What shall I serve?” 

[Continued on page 39] 
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A New Note in 


Mannequins... 


In preparation since last fall in the 
expert hands of well-known sculptors 
we now have ready for inspection 
the higher grade of mannequin in 
the ultra-modern trend. 








Arresting faces—high bust—narrow 
hips but with a DIFFERENCE. Will 


grace the most exclusive window. 


Although prices are going up, so 
are standards, but we still carry the 
moderately priced figures for the 
modest shop. 


FELIX MASSO 


New York City 


215 West 20th St. 


“SIGNS OF DISTINCTION” 


MIRROR PLATE GLASS SIGNS 
The Popular Blue Mirror and 
Many Other Colors 


With Raised Letter, All Types, Any Size 


Catalin—Chrome Faced 


Metal— Wood—Composition 
Trade Marks—Names — Scripts — Special 
Designs—Your Ideas or Our Creations 
Sketches and Estimates Submitted 
on Request. NEW—SIX SIZES, 
LOW PRICED CHANGEABLE 
LETTER SIGNS. Write for Illus- 


trated Literature & Price List. 
Sculpto-ART Incorporated 
100 East 42nd St. New York, N. Y. 


We Invite Inquiries for Exclu- 
sive Territory Representation. 














Headquarters For — 
Seasonal Display Specialties 


WHITE CAPS—For Ocean Wave Effects. 12” 
wide, 25 ft. rolls, per roll, 75c. 
PICKET FENCE—PK-01. Made of sturdy white 
corrugated, 20 ft. rolls, per roll, $3.00. PK-02, 
per roll, $2.45. 
ICICLE VALANCE—PK-03, “IT’S COOL IN- 
SIDE.” PK-04, “AIR CONDITIONED.”  Slo- 
gan die-cut into valance every 50”. 6 repeats 
to the roll, 25 ft. rolls, per roll, $2.75. 
FACOEDGE—Corobuff edging in 7 colors. Ideal 
for backgrounds, panels, shelf edges. 25 ft. 
rolls, per roll, 35¢. 

Write for descriptive literature 


DIS-PLAY-WELL, INC. 


23 East 22nd St. New York City 
Background Displays Built To Your Sketch 
Also 
SCROLL & FILIGREE CUT OUTS 


CATALIN, WOOD, Cut Outs for the Dept. 
CARDBOARD Store and Silk Screen 
LETTERS Process Industry. 


American Display & Novelty Co. 


20 West 22nd Street, Dept. D. 6, New York, N. Y. 

















“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


38 W. 38th Street New York City 
Telephone: Wlsconsin 7-4887 
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Fortieth Convention Pians 
Nearly Completed 


The various convention committees of the 
Chicago Display Club, under the direction 
of Robert O. Johnson, Commonwealth Edi- 
son Company, who is president of the 
Chicago organization and convention direc- 
tor, are rapidly completing their arrange- 
ments for the fortieth annual convention 
of the International Association of Display 
Men. The delegates will convene at the 
Hotel Sherman, Chicago, from August 1-5. 

A registration fee of $1 will be charged 
each delegate, this sum including all enter- 
tainment with the exception of the banquet. 
The cost of the iatter has not yet been an- 
nounced but will probably be about $2 or 
$2.50 per plate. 

An especially attractive entertainment pro- 
gram has been planned, combining features 
which will be enjoyed by everyone. The 
committee handling this phase of the con- 
vention has succeeded in outlining a series 
of events which are totally different from 
those usually to be found at similar gather- 
ings. 

A number of Chicago display firms and 
the Chicago Display Club are to be respon- 
sible for a costume party the night of Sun- 
day, August 1, to be held at the Bal Tabarin, 
Hote! Sherman. Delegates will be given 
tickets worth 10 cents each to be used for 
the balloon game, wheel of chance, cane 
rack, cigarette shooting gallery, fortune 
teller, and the like. A bar and lunch service 
will undoubtedly find favor with those pres- 
ent, while a $50 cash prize for the best cos- 
tume will be awarded. Delegates are urged 
to bring with them a costume representing 
1897 or before, as no one will be admitted 
to the party unless in fancy dress. 

Chicago firms which contributed $50 each 
to help make the party possible are as fol- 
lows: Adler-Jones Company; Cameron & 
Co.; Greggory, Inc.; Hecht Fixture Com- 
pany; Sales Promotion Studios; W. L. 
Stensgaard & Associates, Inc., and Sylvestri 
Art Manufacturing Company. The Chicago 
Display Club is contributing a similar sum. 

Monday evening is to be left open for the 
delegates’ own pleasure. On Tuesday night 
a beach party will be the featured event, 
with the exclusive Lake Shore Athletic Club 
as the scene. Arrangements have also been 
made so that all sending in reservations in 
advance may dine at the club from 7:00 
until 9:00 o’clock at $2 a plate. The pro- 
gram at the club’s swimming pool will take 
the form of a water carnival to start at 
9:00 o’clock. Included will be a water ballet, 
exhibition diving, and the like. Some of the 
participants will be well-known aquatic 
champions. After the water carnival a stage 
will be lowered over part of the pool and a 
stage show presented. Delegates are re- 
quested to bring their bathing suits for a 
swim after the performance; about seventy- 
five suits are available at the club for a 
rental fee of 25 cents per person. 

The annual banquet and dance will be held 
in the grand ball room of the Hotel Sherman 


on Wednesday evening. For the first time 
in the history of the association, table ar- 
rangements will be such as to eliminate a 
speakers’ table. Instead there will be a 





R. O. Johnson, 
President, Chicago Display Club, and 
1. A. D. M. 1937 Convention Director. 


table for eight reserved for the president, 
each of the three vice-presidents, the treas- 
urer, and the managing director of the asso- 
ciation. Each of the twelve regional direc- 
tors will have a table for eight. Officers 
and directors are urged to be responsible 
for the seating at their respective tables. 

A part of the program for Wednesday 
night will be the famous period costume 
parade. This fashion show is said to have 
no equal in the United States for beauty, 
style, and authenticity of costume. A raised 
platform running down the center of the 
ball room, on which the style show will 
take place, insures each guest an ample op- 
portunity to enjoy the affair. 

An excellent spirit of cooperation is being 
shown the I. A. D. M. by some of Chicago’s 
leading stores. The following are planning 
to place special displays in their windows 
in honor of the fortieth convention: Mar- 
shall Field & Co., silks; Charles A. Stevens, 
furs; Mandel Brothers; Carson Pirie Scott 
& Co., home furnishings; Boston Store, 
ladies’ fall suits; The Fair Store, lingerie; 
Henry C. Lytton & Sons (The Hub); Com- 
monwea!th Edison Company, electric clocks ; 
Peoples Gas, Light & Coke Company, gas 
appliances; Baskin’s, men’s wear; Sears 
Roebuck & Co., sports apparel. 

Throughout the duration of the I. A. D. M. 
convention, Chicago’s leading creators of 
fashion merchandise will stage a great out- 
door style show in the Lagoon theatre, of 
World’s Fair memory. Special seats will 
be reserved for visiting displaymen. 

During the educational sessions of the 
convention a number of talks will be given 
by men prominent in the display and re- 
tailing field. Arthur Brayton, Marshall Field 
& Co., Chicago, will discuss “Streamline 
Display for ’37 and ’38,” and R. R. Cun- 
ningham, director of sales personnel, La 
Salle Extension university, will talk on 
“Selling the Idea.” 

J. R. Ozanne, merchandising counsel, Mer- 
chandise Mart, has made it possible for 


delegates to view special displays and sale; 
room arrangements at the Mart. 

E. J. Berg, Ray Schools, Chicago, ang 
Charles W. Morton, Weinstock, Lubin & Co, 
Inc., Sacramento, Calif., will speak, assisted 
by Everett Quintrell, Elder & Johnston Com. 
pany, Dayton, Ohio, and Mrs. Quintrell, with 
slides of old-time window displays. J. F. 
Nickerson, publisher, Merchant’s Record, js 
also scheduled to talk. Both Berg and Mor. 
ton were honored two years ago by being 
made life-time members of the international 
association. 

Berg, who also enjoys the distinction of 
being the original sponsor of the Women’s 
Auxiliary of the I. A. D. M., urges display- 
men planning to attend the conveution to 
bring along their wives. He explains: “The 
Women’s Auxiliary of the I. A. D. M. will 
make the fortieth convention more enjoyable 
and complete by taking an active part in the 
phases of the convention most interesting to 
the wives of displaymen. Be sure to plan 
on bringing your wife along. Her knowl- 
edge and perception of display will be broad- 
ened by visiting the convention and in meet- 
ing some of the people connected with dis- 
play’s most important aspects. 

“There will be lots of entertainment for 
the women while the convention is in ses- 
sion—entertainment provided by the Aux- 
iliary. Women who have attended previous 
conventions will renew old acquaintances 
and make new ones. Together in a final 
session of the Auxiliary they will make ar- 
rangements for the next ‘convention—and if 
your wife is interested in attending next 
year’s convention she will manage somehow 
to balance the budget in the months inter- 
vening in order that it will be possible to 
make the trip. The Chicago women’s com- 
mittee has assured me that the Women’s 
Auxiliary will have its full cooperation and 
support and that it will exert every possible 


effort to make the attendance of the women | 


at the fortieth convention the most enjoyable 
ever experienced.” 

Mrs. H. R. Kreitz, St. Louis, national 
president of the Auxiliary, was in Chicago 
early in June to confer with Robert O. John- 
son on the form the Auxiliary program 
will take. 





Fleischman Art 
Expands 


Increased business has caused Fleischman 
Art, Inc, New York City, to take much 
larger quarters at 642 Sixth avenue where 
the firm will occupy 25,000 feet oi floor 
space. The removal was from 3! West 
Twenty-first street. Newly furnished offices 
and modern machinery and equipment have 
been installed, according to Martin F leisch- 
man, president. William E. Perkel, for the 
past five years engaged in expositio: work, 
has joined the firm as sales manager of the 
exhibit department. 
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Decorative Lighting 


By P. W. JOHNSON 
F. E. Mueller Company, San Antonio 


From the beginning of time light has been 
constantly working in our favor, until today 


| sales when we find ourself in a modern business 
world with modern lighting. Much has been 
am said on “window display” illumination, and 
& Co, most of it has been correct. 
Ssisted Undoubtedly, illumination is the father 
Com. of the “electric family,” regarding display, 
|, with and “action” the big brother. However, the 
J. F. progress that decorative lighting has made 
ord, is in the past few years in the home, office, 
Mor- store, and general outdoors entitles it to 
being more consideration from the window display 
tional standpoint. Surely if it is good for the 
home or the store front, it is good for win- 
on of dow displays. 
men’s A background with foil molding and cir- 
splay- cular mirrors, or with niches and columns 
on to can be very attractive and modern but with 
“The a bit of indirect lighting, or even with a pair 


. will of decorative wall lamps I believe the value 


ryable is thereby increased, it being more attractive. 
in the And when the window is more attractive, the 
ng to sales are larger. 
plan In addition to the background, special 
nowl- temporary decorative lighting effects can be 
road- used to good advantage. A floral piece or 
meet- shrub adds greatly to a display, but if the 
1 dis- shrub or floral piece is electrically lighted 
it is of more value. These floral pieces 
it for can be bought, or constructed in the display 


ses- department by using a Christmas tree lamp 





Aux- cord. The small bulb in the center of 
vious large flowers gives a rich effect that photo- 
ances graphing will not bring out. 

final Panels, candles, sun sets, and the like are 
e ar- easily made and help to put your display 
nd if over more forcefully, especially when a 
next flasher button is used, as might be the case 
ehow with a star or candle effect. 

nter- Last but not least in importance from the 
le to decorative lighting standpoint, is the value 
com- it lends in putting over “window copy” or 
nen’s 

- and 

sible 

iain A tie-up of a straw hat display (in the 






form of a parade float) with "Fiesta de 
San Jancinto Week,"' which ended in the 
nationally known "Battle of Flowers" parade. 





yable 








“title” such as the two shop-constructed dis- 
play boxes in the accompanying photo, with 
the word “Spring” brought out by a small 
lighted white glass panel. 

Much can be said of the many different 
angles contributing to better displays, but 
I firmly believe that special decorative light- 
ing effects can give you more display value, 
at less cost. 

Windows with decorative lighting effects 
appear to me to have an atmosphere of life 
about them in addition to the rich effects ob- 
tained that paint and other materials alone 
can not accomplish. 

What’s another light bulb or two and a 
piece of wire compared to the results ob- 
tained? However, these things can be con- 
structed in the display department and the 
cost will be small—but well worth while. 

Display it, or say it, with decorative 
lighting. 





Elsa Profita, W. D. Boggess With 
Standard Fixture, Inc. 


A letter from W. D. “Bill” Boggess, for 
the past ten years display director for 
La Mode, Dallas, Texas, reveals the fact 
that he has resigned his position, effective 
July 1, and has accepted a place with Stand- 
ard Fixture, Inc., 1006 Commerce street, 
Dallas. Boggess, well known in the display 
field, will serve as designer and represent- 
ative of the firm on the West coast. 

Coincident with the report of Boggess’ 
new connection comes the announcement that 
Standard Fixture has entered the manne- 
quin field with a series of dramatic figures 
described as “truly sensational—never done 
in display before.” The mannequins were 
designed by Elsa Profita, who has signed 
a contract with Standard. Mrs. Profita has 
a long line of art successes to her credit. 
Seven years on the stage, a period as a shop- 
owner on Fifty-second street, New York 
City, and studying sculpturing has kept her 
a busy young woman. In private life she is 
the wife of Irwin Culver, shining light in the 
old days when wax was in vogue for man- 
nequins. It was Culver who urged her to 
try her hand at mannequin modeling and to 






























ional The display was designed by J. W. Johnson, 
cago F. E. Mueller Company— 
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NEW cay imerant 





Anew chrome “INLAY” moulding 
designed exclusively for display! 


Made of genuine Chrome plated 
metal. When attached to another 
surface, IT LAYS PERFECTLY 
FLAT and looks like rich “inlay.” 
It is made in highly decorative de- 
signs which cannot be produced on 
ordinary moulding. It can be bent 
around pillars, posts, etc., and may 
be attached instantly to any kind 
of surface, including wood, glass, 
Bakelite, etc. It can be nailed, 
glued, stapled, or thumb-tacked. It 
can be temporarily attached and 
thus used over and over again for 
various purposes. 


We also manufacture Chrome plated 
cut-out letters, Chrome plated Dress 
and Blouse Displayers, Chrome 
plated display hands and Neograph 
luminous plastic letters. 

















WRITE YOUR JOBBER OR 


BLOCKART, 132 W. 14th St., New York 








FIND YOUR FIRAMES AT 
AMES... All shapes and sizes. 


ASK FOR NEW CATALOG 


AMES METAL MOULDING CO., Inc. 


219 EAST 144th STREET NEW YORK, N. Y 
Telephone MElrose 5-0973 








whom the credit must go for a wealth of 
knowledge concerning figure construction. 

Standard Fixture, Inc., first became aware 
of Mrs. Profita’s talent when they saw the 
series of masks and millinery heads she cre- 
ated especially for Neiman-Marcus Com- 
pany, Dallas, which store is recognized as 
one of America’s five leading fashion insti- 
tutions. Standard was so impressed with her 
work that she was immediately signed to do 
mannequins for the display firm. 

Realizing that the trend in display is defi- 
nitely theatrical, she has been able to create 
“dramatic mannequins,” an ambition that 
she had longed to fulfill. The few that have 
been privileged to see her work in advance 
of its premier showing (by special appoint- 
ment only) at the International Association 
of Display Men convention, Hotel Sherman, 
Chicago, August 1-5, have predicted that it 
will cause a furore among display managers. 
Besides her collection of “dramatics” she 
has created a series of juniors and a group 
of millinery heads, all of which will be 
shown at the convention. 





Arthur G. Alter Joins 


National Process 

The National Process Company, New York 
City, has announced the addition of Arthur 
G. Alter to its sales staff. Alter served for 
eight years as a sales executive and assist- 
ant production manager of the Einson-Free- 
man Company, Long Island City, and has 
been recently connected with Graphicut Dis- 
plays, Inc., in a sales capacity. 
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Show Card Rotogravure 
ssiack and White 


The exponents of the use of rotogravure 
in advertising claim that its pulling power 
is seven times that of the usual newspaper 
ad. There is no question but that when the 
Sunday paper is delivered, the “brown sec- 
tion” is one of the first to be sought out. 

“Reverse” show cards, or cards of black 
stock on which the illustrations and letter- 
ing are done in white or pastels, seem to 
have the same ability to attract the eye as 
does rotogravure. The card seems “differ- 
ent” to the window-shopper, especially if the 
white on black card is used infrequently. 

At Starr’s we change the color of card- 
board used for signs about once a month, 
but for the bright summer days black with 
white or pastel lettering is clung to pretty 
closely. This arrangement gives very strong 
contrast, and is especially desirable because 
such cards do not soil so easily in the sum- 
mer time as do others. 

We plan our illustrations either to har- 
monize and point-up the merchandise, or use 
a drawing of some current event to attract 
attention. Great care is used in preparing 


By WILBUR SHRIDER 


The A. E. Starr Company, Zanesville, Ohio 


the copy to go with the illustration. Some- 
times a couple of extra lines of style infor- 
mation, or a note on the use of the merchan- 
dise, will help clinch a sale. Work on de- 
partment cards is necessarily speedy, but 
when it comes to window cards our motto 
is “not how quickly, but how well.” 

The gabardine card was used for a dis- 
plav of suits. The sloop at the lower right 
of the card was painted on white cardboard; 
the background was in the same light green 
shade as the waves. This was then cut out 
and glued on the black mat board of the 
card. The word “Gabardine” was striped 
in gray. 

For a luggage window we used a black 
card lettered in white, the copy emphasizing 
the water-proof features of the luggage. 
The red-cap and the trunk were first painted 
on white stock, then cut-out and applied 
as shown. 

The same principle was followed for the 
“June Bride” poster, shading of the figure 
and bouquet being done in gray. Slightly 
darker gray was used for the decorations. 


An interesting card for Fathers Day 
showed a series of four drawings on . panel 
at the left. Under each head was .: title: 


“pop,” “dad,” and the like, while tle copy 
read: “Whatever you call him. . *mem- 
ber him Father’s Day.” 

A comic strip furnished the idea ‘or the 


straw hat card on which the copy stated: 
“The Kentucky Derby was run last week, 
The Zanesville Derby will be ‘run o/f’ Sat- 
urday.” And the illustration at the bottom 
of the card showed a derby reposing in an 
ash-can. This was also used on a 28-by-44- 
inch card for one of our straw hat panels. 





Van Cleef To Market 
Display Adhesives 


Formerly distributed by Graeme Harrison 
Products, Inc., New York City, the line of 
adhesives made by Van Cleef Brothers, 250 
East Forty-third street, New York City, 
will in future be marketed by the manufac- 
turer. Included in the firm’s line are several 
items much used in the display field. 
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—Ohmi Shoten, Oriental shop in Honolulu, T. H., scored a decided hit with this unique display. 
The window featured summer dress goods, with a setting of a typically Japanese garden. At 
the extreme lower left is a clipping of one of their regular advertisements which are used 


regularly in the local English newspapers to attract the tourist trade. 


Harry S. Tomita, who 


submitted the photograph, reports that during the week that the display was on viow, literally 
hundreds of people crowded around it daily to watch the figurines amidst their extremely 
life-like setting— 





Virginia Bans 

Liquor Display 

The State Alcoholic Beverage Control 
Board of the state of Virginia has banned 
the use of window displays a « 
outdoor advertising, in connection with the 
sale of distilled liquors. 





Placing Displays 

Lifts Sales 

Bernard Weitzer, vice-president, Trade- 
Ways, Inc., New York City, credits the 
ability of salesmen to place point-of-sale 
displays as being responsible for doubling 
sales in stores where such displays are used. 
The statement was made following a survey 


for a nationally advertised brand of food 
products. Trained observers who compiled 
the data showed that in stores with no dis- 
plays the average orders were $2.70; the use 
of signs and counter displays raised the 
figure to $5.54. 





Increased Space For 
Bliss Display 

Bliss Display Corporation, 460 West 
Thirty-fourth street, New York City, has 
just signed a lease for an additional 7,500 
square feet of space for their factory and 
show room. Rennovation work is now in 
progress and will be completed about July 15. 





—The display shown above, designed by Anton Zubbrick, Waukegan Dry Goods Company, 
Waukegan, Ill., was awarded third prize in a Pepperell display contest— 





The Better Corrugated 
Display Material 


Two New and 
Colorful Designs 
Send for Descriptive Booklet DW-2 Today 


Vv 


ACME REY-TRIM CORP. 


305 E. 46th St. New York, N. Y. 
il 











MILEO 


MANNEQUINS 


A new and complete line of flexible 
and rigid models. 
The choice of discriminating display 
men and retailers. 


Factory and Showroom Now Located at 


7 West 36th Street, near Fifth Avenue 
New York City 














What MOTION 
what speed s 
WRITE us your display anima- 
tion problem. State what motion 
_you want and we will tell you 
which standard SpeedWay “Flea 
Power” Motor and which SpeedWay 
motion Mechanism will give it 
most effectiveness—and still be the 
most economical for you. 
Complete line of dependable Back- 
geared motors Turntables, and Mech- 
anisms developed for DIS- 
PLAY ANIMATION. 


Write for New Catalog Sheets! 
SpeedWay Mfg. Co. 
1829 S. 52nd Ave. CICERO, ILL. 








Wag ALL KINDS 
G, 


“Ames Has Them All” 
ASK FOR NEW CATALOG 


Ames Metal Moulding Co. 
219 EAST 144th ST. NEW YORK 
Telephone: MElrose 5-0973 











PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For window 
and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 


30 Cooper Square New York City 
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six German Displays 




















—Conceived by Karl Lippert (coffee, wine, and cigar displays) and Herbert Dietz (yard goods displays), both of Berlin, these displays are 
illustrative of modern German methods— 
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For this 


Usually the displayman is particularly 
careful to see that all window displays con- 
tain spic and span merchandise of sparkling 
Here is one, however, where new 


newness 
footwear would be strictly de trop. 
Just 2dout a year ago the Shoe Club, Inc., 


New York City, a social and benevolent or- 
ganization composed of shoe and leather 
executives in the metropolitan area, solicited 
the right shoe from many people of promi- 
nent ranking in the public eye. The purpose 
of the collection was to note the type shoe 
worn by these celebrities, and at the same 
time to publicize the club, which was then 
in its infancy. 


Quite recently it occurred to Bert Stein- 
hart, exccutive secretary of the organization, 
that the display had tremendous attraction 
value and could be used to produce publicity 
for stores throughout the country. It was 
first offered to Famous-Barr Company, St. 
Louis, and was immediately recognized as a 
display and publicity feature. It was rented 
for the week beginning May 1. 

With acceptance by this important store 
to pave the way, bookings have been pour- 
ing in on the Shoe Club. Following the 
showing in St. Louis the displays went to 
The Joseph Horne Company, Pittsburgh; 
Goldblatt Brothers, Chicago; The Dayton 
Company, Minneapolis, and is scheduled for 
other stores. 

The collection of shoes runs the gamut of 
celebrities from Professor Albert Einstein 
to “Pepper” Martin and Shirley Temple. 
Robert “Believe it or Not” Ripley sent the 
shoes which he wore on a journey across 


—Above are seen some of the celebrities 
who contributed one of their shoes to the 
novel display arranged by The Shoe Club, 
Inc., New York City, while below is a typical 
which the display appears. 


window in 


Among the contributors were Bette Davis, 

Professor Albert Einstein, Shirley Temple, 

Bill Robinson, "Believe it or Not" Ripley, 
and Lawrence Tibbett— 


DISPLAY WORLD 





New Footwear Not Wanted 


Display? 


the desert from Karbela to Jajaf, two holy 
cities of the Arabs in Iraag. Helen Hayes’ 
shoe was accompanied by a note explaining 





that it had been worn for sixty weeks in her 


favorite play. Bernarr Macfadden explained 
his queer shoe by saying that it was one of 
a pair worn by him on a 325-mile hike. After 
walking 100 miles or so he cut holes in them 
for comfort’s sake. 

Lawrence Tibbett, baritone, stated that he 
was sending a complete pair of shoes as he 
could not figure out how one shoe would be 
of any service to him. Bill Robinson, the 
dancer, sent a ten-year-old tap shoe. 

The revenue received from the rental of 
this display will be used by the Shoe Club 
in its welfare work. With this additional 
income the organization will be able to 
broaden its scope in extending aid to indi- 
gent shoe and leather men. 

Bookings may be arranged through Bert 
Steinhart, executive secretary, The Shoe 
Club, Inc., Hotel McAlpin, New York City. 






















33 





The Book of Original Displays 





Our 1937 Cata- 
log contains 
display sug- 
gestions for 
every month 
in the year, 
for every mer- 
chandising 
event. Send 
for your copy 
now! 





A COROCRAFT 
PRODUCT 


1937 CATALOG. 


Featuring such novel and distinctive corru- 


gated panels as "Ocean Beach," "Sail- 
boat and Sea" together with Summer 
Air Conditioned 
Greensward for grass effects. 
practical display ideas . . 


business-builder! 


WINDOW ADVERTISING, INC. 


National Sales Agents 
Room 702 
175 Fifth Ave. 


Awnings, and 
Many other 


- every one a 


Icicles 





New York 








JUST A REMINDER! 


Write today for your 
copy of my 
SILVER 

ANNIVERSARY 
CATALOG No. 20 
One hundred eighty 
pages of supplies for 
Displaymen, Artists, 
Show Card Writers, 
Sign Painters—contain- 
ing everything modern 
and helpful in mate- 
rials. Just a postal 
will bring your copy. 


Bert L. Daily 


122 E. Third Street 
DAYTON. OHIO 











ATTRACTIVE 
VALANCES.. 


At Lower Cost} 
WINDOWPHANIE 


gives you everything you 
need in Valance decora- 
tion, for less money . . 

designs to fit all types of 
stores; carved glass effects. Applied directly 
to window, eliminates glare and throws light 
evenly on goods displayed. You can create 
unique patterns. Write for samples and illus- 
trated catalogue. 


D. W. MALZ, 65 Fifth Ave., New York City 


Academy>- Display 
8 WEEK INTENSIVE COURSE IN 
WINDOW AND INTERIOR DISPLAY 


Individual, practical instruction; 
faculty of display experts; complete 
display equipment. Start any time. 


SEND FOR CATALOGUE N 


8 East 41st Street New York, N. Y. 


























CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 












CONL = IN More Beautiful 


and Less . 
sive than Hand 
NLIN Cut Letters. 
Write wy Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 
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“Competition Is Dictating 
°37 Display Practices” 





MAZDA LAMPS 


“The story behind dealer display services 
for 1937 is one of competition in which 
manufacturers of consumer products must 
vie for the display space and time of retail 
merchants,” according to Joseph F. O’Brien, 
advertising and sales promotion manager, 
lamp division, Westinghouse Electric & 
Manufacturing Company, New York City. 

“Increasing business activity in all retail 
fields in recent years has seen merchants 
showing a stronger inclination to utilize dis- 
play services which manufacturers provide. 

“This means that manufacturers must back 
their display services with the same com- 
petitive fervor now used in product merchan- 
dising sales and that the design of their 
display services must attempt to win the 
backing of merchants. Flexibility, practi- 
cability, and excellence of design in telling 
a story to the pedestrian public will be the 
criteria of a display service which the mer- 
chant will be eager to use not only to in- 
crease his own sales, but also those of the 
manufacturer.” 

One way in which Westinghouse is meet- 
ing this new problem of display service is 
to give dealers a wide variety of small win- 
dow pieces which can do double duty in 
either the window or the store, and also can 
be used either with lamp displays or in 
windows of allied electrical products. This 
is a feature of the 1937 Westinghouse lamp 
display service. 

“Nothing has been spared in the art work 
and novelty to build up human appeal around 
the Mazda lamp in our 1937 display service. 

“Many of the large window pieces, de- 
signed to serve as central features in the 
window arrangement, are double-faced with 
a different message on front and back, a 
feature contributing to the practicability, 
economy, and flexibility of a display service. 
They also lend themselves to novelty 


through the use of illumination. Almost 
every piece is imprinted with a large signa- 
ture in which pin holes give the effect of an 
electric sign when illuminated from behind 
by flashing lights. 

“One of the most attractive of these win- 
dow pieces pictures a tall, white lighthouse 
in which flashing lights portray the blink- 
ing beacon. Pedestrians find it harder to 
pass up motion in light of this character, 
and thus are reminded of the eye safety 
which correct lighting aids.” 

Other large pieces in the Westinghouse 
lamp display service picture girls using light 


PROTECT 
your EYES with 
GOOD LIGHT 





—A double-faced window piece is shown 
at the upper left. A pin-hole signature at 
the bottom is illuminated from behind by 
a flasher. On the reverse is the state- 
ment: "We recommend and sell—" above 
a Westinghouse signature overlaid with a 
picture of a lamp. ... One of the most 
striking pieces in the Westinghouse 1937 
display service is the lighthouse in which 
the beacon blinks naturally. The windows 
in the house at the base also light up. 

. The third display ties-in the function 
of Mazda lamps with everyday uses of 

light— 


correctly in some everyday manner, with a 
signature sign below to tie-in the product. 
Few of these pieces actually displa\ the 
product; that is the function of the snoaller 
accompanying pieces—the baskets, s|: eves, 
and stands. One large piece, however, de- 
picts a dealer in the act of lifting ‘amps 
from a floor storage stand as though to offer 
them to a customer; certainly this is a 
strong reminder to the pedestrian oi that 
burned-out lamp in the kitchen, basement, 
or his favorite reading lamp. 

Continuing the practice of last year, the 
Westinghouse lamp display service is cata- 
logued in a special manual, each window 
piece and card being pictured individually 
in color with a description of the size and 
function. The merchant thus has a handy 
reference of the entire service to facilitate 
the ordering of displays. 

In addition the manual carries a section 
describing window display practice. There 
are pictures of actual window displays, both 
those of lamps only and those of allied elec- 
trical products. All these typical windows 
illustrate how the display pieces for 1937 
can be used most effectively. 

Display material which has proved suc- 
cessful in previous years is, by demand of 
the merchants themselves, made available 
again in the 1937 service. Agents who have 
found certain pieces particularly attractive 
and with unusual drawing power, are re- 
placing soiled ones with a fresh supply. 

This year also, as in the past, lamp mer- 
chants have the privilege of ordering an 
annual supply of displays. Westinghouse has 
strongly urged their lamp agents to adopt 
this practice because it assures them of hav- 
ing an ample supply of displays on hand 
and avoids postponing of seasonal windows 
because of shipping delays. 


Westinghouse 
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Unique Animated Display 
Dramatizes Oil Firm 

A unique new type of animated advertis- 
ing display, which condenses more than 150 
square miles of New England landscape into 


4 three-dimensional diorama, has _ been 
opened by the Socony-Vacuum Oil Company 
on the ground floor of the R. C. A. building, 
Rockefeller Center, New York City. 

The unusual display, one of the most spec- 
tacular of its kind in the city, occupies the 
central position in the Socony-Vacuum travel 
and industrial exhibit and is designed to 


dramatize important aspects of Socony- 
Vacuur: service to motorists. 
The landscape includes human figures, 


farmho ises, churches, highways, a railroad, 
a rive’. and in the foreground, a Socony- 
Vacuur service station. The scene imparts 
to the eve of the observer the impression 
that he is viewing a huge geographic pano- 
rama. .\ scientifically constructed dome and 
special lighting effects create the illusion ot 
a typical New England countryside fading 
into a distant horizon. 

As the observer steps up to view the dio- 
rama through a 13-foot proscenium opening, 
he finds himself in the company of a hunter 
and a farmer, modeled in the foreground, 
one-fourth actual size. The hunter has 
stopped to converse with the farmer; the 
hunter's dog is worrying a cat he has treed; 
and the whole effect is to give the observer 
a feeling that he is standing on a high hill 
and seeing a real life drama unfolded before 
him. 

In the distance, several cars, only 3 inches 
in length, move along the highway. They 
pass behind a hill and seemingly appear 
again in the middle distance. Actually, these 
in the middle distance are larger models, 
6 inches in length, and so constructed as 
to appear in their proper perspectives. These 
cars, too, pass out of sight and reappear in 
the foreground, this time as 12-inch miodels, 
and still in their proper perspective. 

A freight train makes its way slowly 
across the countryside and as it comes into 
full view in the valley it is quickly overtaken 
by a modern streamline train. As the train 
passes out of sight, several boats appear on 
the river in the middle distance and move 
slowly down stream. 

Suddenly the observer hears the scream 
of a police siren in the distance and a speed- 
ing motor car swings into view, followed 
closely by a motorcycle policeman. The 
speeder, passing in the foreground, swerves 
sharply around a slower moving car and 
Narrowly misses another coming in the op- 
posite direction. At this point another car 
appears on the scene and pulls into the 
Socony-Vacuum service station situated on 
the highway in the immediate foreground. 


As the car pulls into the service station 
the lights are dimmed and a projector throws 
@ motion picture on the white clouds of the 
darkened sky. The picture, four minutes in 
duration, illustrates the services offered mo- 
torists at Socony-Vacuum service stations. 

Designed by Henry Dreyfuss and con- 
structed under the supervision of Edward 
Heckler Burdick, The Diorama Corporation 
of America, the entire scene is executed with 
Minute attention to detail. Building the 
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scene required the full-time services of forty 
diorama experts over a period of three and 
one-half months. Each tiny building is in- 
dividually constructed and painted with 
miniature tools, even to the roofs of the 
houses which are covered with shingles in- 
dividually applied. The boats, trains, and 
automobiles were all constructed by hand. 

Many unique materials went into the con- 
struction of the miniatures. The wheat fields, 
for example, are made from strands of manila 
hemp. After much experimentation the tiny 
trees, bushes, and other foliage in the back- 
ground were constructed from steel wool, 
Bull Durham tobacco and Cream of Wheat. 
Several woodpiles consist of pieces of match 
sticks. Construction of the scene required 
the services of specialists in lighting, per- 
spective, mechanical animation, pattern mak- 
ing, model making, and carpentry as well as 
an architect, a painter, and a sculptor. 

The new diorama is one of many unusual 
displays being shown at the Socony-Vacuum 
exhibit which attracts thousands of visitors 
daily. It is open from 10:00 a. m. to 10:00 
p. m. without charge. 





New Reeder-Morton Book 
Covers Motion Display 

“Display Animation, 1937,” is the title of 
a 240-page book just released by Reeder- 
Morton Publications, Inc., 151 Fifth avenue, 
New York City. Edited by I. L. Cochrane, 
the book is divided into three sections. The 
first discusses, in photographs and text, mo- 
tion diagrams and other electro-mechanical 
information. The second division deals with 
mobile colored light, while the rest of the 
volume takes up merchandising display ideas 
for executives, display designers and build- 
ers. 

The portion devoted to mobile colored 
light is especially interesting, giving, as it 
does, an outline of the basic principles of 
this form of lighting, as well as a number 
of practical examples of its use in display. 





Bradshaw Addresses 
St. Louis Club 


G. Bradshaw, sales manager, Mallinckrodt 
Chemical Company, was the featured speaker 
at the June 7 meeting of the Greater St. 
Louis Display Club in the ball room of the 
Hotel De Soto. Bradshaw, who was _for- 
merly pianist with Paul Whiteman, made a 
most interesting talk on various phases of 
display. The meeting had a distinctly musi- 
cal aspect, Paul Fehlig, George Hoernlein, 
and E. H. “Chip” Thieman contributing vocal 
and instrumental numbers. Last, but not 
least, in the line of entertainment were free 
beer and a lunch. 





Drug Store Contest 
To Be Held 


Twenty prizes are being offered by the 
National Association of Chain Drug Stores 
for the best window displays used between 
June 12 and July 10 designed to sell milk 
drinks at the fountain. The first three 
prizes are $150, $100, and $50, with two $25 
awards, five of $10 each, and ten $5 prizes. 
Back-bar displays are also to be provided 
for with nine awards ranging from $50 to $5. 
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MICALITES 
Ideal For Window Display 
and For Interiors 


GLOBES »« BELLS 
| STARS 


and many other decorative ob-. 
jects. Made for lighting, and 
other decorations. In all colors. | 


Transparent — Fireproof 


A FULL LINE OF HULA | 
CELLOPHANE FRINGE | 
CURTAINS, FOILS AND | 

RIBBONS | 


Write for Information 


ML HL LEVINE CO. 


32 West 27th St. New York City 

















ARTISTIC DISPLAY MFG CO. Inc. 









ec re. ee 
oe gel et 


All styles 
of wood, chrome 
metal faced and cata- 
lin letters in stock and 
made to special order also on 


COLORED MIRROR BACKGROUNDS 











The Aristocrat of 
PRICE MARKERS 


Smart Interchangeable Metal 
Numerals and Letters Chrome 
Manufactured by 


Combination Produets Co. 
64-74 WEST 23RD ST. NEW YORK CITY 


Satin 








Actual samples sent on request 











You spend good 
ARDBOARD money tor adver- 
tising cutouts er 

EASELS counter merchan- 

be ag dise displays. It 

is economy to use the Stand Pat Easel, with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 














ePlease Mention DISPLAY WORLD 
When Writing Advettisers 

























































With a swift campaign, the newly organ- 
ized Window Trimmers, Decorators and 
Displaymen Local No. 41, Chicago, early 
in May enrolled as members the majority of 
the installers employed by the display serv- 
ice companies in that city. The local is 
chartered by the United Carpet & Linoleum 
Mechanics International Union, affiliated 
with the American Federation of Labor. De- 
mands were presented to the display services 
during the week of May 10 by Richard 
Rochester, union secretary-treasurer and or- 
ganizer, and John Edward Mahoney, busi- 
ness representative, for greatly increased 
wage rates and drastically revised working 
conditions. The proposals met with imme- 
diate rejection by the display companies. 

The demands were as follows: $1.25 for 
each regular crepe paper installation as 
against the prevailing rate of 90 cents; $2 for 
“deluxe” window installations, compared 
with the former rate of $1.25 to $1.50; $2.50 
for merchandise window installations as 
against the prevailing rate of $2; exposition 
and show work at $2 an hour, as against 
the existing rate of 85 cents to $1 per 
hour. In addition, changes in working con- 
ditions were demanded that would mean 
even greater increases in operating costs. 
The closed shop was also made a part of 
the proposition. 

The display service companies decided on 
united action, agreed to act as a group, and 
arranged for a meeting with the union rep- 
resentatives on May 17. At this meeting 
the operators presented a compromise offer 
essentially as follows: Continuation of pre- 
vailing rates for ninety days, to be followed 
with an increase of 10 cents per installation. 
The question of the closed shop was to be 
left for further discussion. The union rep- 
resentatives refused to consider this offer 
but before adjournment agreed to another 
meeting for May 24. Several days later, 
however, the union organizers notified the 
operators that it would be necessary to hold 
a meeting before that date as the installers 
were irked at the delay and had voted a 
strike to begin at 10 o’clock Monday, May 
24. Accordingly a special meeting was ar- 
ranged for Friday evening, May 21, in a 
final effort to avert the impending strike. 

For this meeting the operators engaged as 
counsel Otto A. Jaburek, Employers’ Asso- 
ciation of Chicago, and invited N. Silver- 
blatt, DISPLAY WORLD, Cincinnati, to 
act as special advisor. The seven-hour con- 
ference took place at the Morrison hotel, 
lasting until early Saturday morning. 

Silverblatt opened the discussion with a 
recital of the history of the display installa- 
tion business, telling of the competition with 
other media and other markets and stating 
that a large increase at the present time 
would be hurtful to the workers themselves 
in that volume would be greatly reduced. 
Jaburek followed with the comment that the 
operators were meeting with the union in 
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a friendly way and with a spirit of concilia- 
tion and fairness and that all felt that an 
agreement could be reached that would be 
fair to everyone concerned. He stated fur- 
ther that the installation business was, in 
his opinion, not subject to the provisions of 
the Wagner act, but would not make that 
point an issue in the present negotiations. 

Representing the union at the meeting 
were Richard Rochester and John Edward 
Mahoney, and as special advisor and spokes- 
man, George O. Roberts, business represent- 
ative, Drapery, Window Shade and Tapes- 
try Decorators Union. The operators rep- 
resented were Harve Ferrill & Co., Fisher 
Display Service, Inc., Oberg Display Serv- 
ice, Modern Display Service, and Vogue 
Display Service. 

Harve Ferrill, in behalf of the operators, 
presented an offer of 95 cents per installa- 
tion upon the signing of an operator-installer 
contract, $1 per installation within sixty days 
thereafter, and a closed shop if the offer was 
accepted and the strike plans abandoned. 

At this point Roberts bluntly said there 
was no hope for any agreement being 
reached and wanted to withdraw immedi- 
ately, but was persuaded to continue the 
discussion. 

Harve Ferrill, Sol Fisher, N. R. Abarba- 
nel, and W. Buell argued the wisdom of 
accepting the operators’ proposal and avert- 
ing the impending strike, stating that it 
would do nothing more than take its toll 
from both sides. 

After each faction went into separate hud- 
dles the decision was reached to call a spe- 
cial meeting of the union for Sunday, May 
23, when the compromise offer could be pre- 
sented for adoption or rejection. This com- 
promise agreement was drawn up Saturday 
morning and presented to the union officials, 
was rejected by the workers on Sunday, and 
on Monday the strike became effective. The 
proposal on which the vote was taken is 
reproduced herewith: 


ADVERTISING DISPLAY AGREEMENT 


This Agreement made and entered into 
this .......... day of May, 1937, between 
(here- 
after referred to as the employer) and the 
Window Trimmers, Decorators & Display- 
men Union, Local No. 41, U. C. L. M. Inter- 
national Union of North America, affiliated 
with the American Federation of Labor and 
the Chicago Federation of Labor (hereafter 
referred to as the Union) provides: 


ARTICLE I 
General Labor Provisions 
_ Section 1. Work Defined. Work consist- 
ing of Display of merchandise and advertis- 
ing material, display window installation and 
display assembly. Any type of display work 
shall be classified under the jurisdiction of 
the Union. 
Sec. 2. Union Membership. All workers 
under this jurisdiction shall be members in 
good standing in the Union. 


Sec. 3. Special Assignments. All trim- 
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Chicago Installers Strikes 
Win Increases. Closed Shop 


mers given special assignments in Chicago 
suburbs within a radius of forty miles not 
on their regular routes shall receive one 
dollar ($1.00) per day in addition to the 
regular rates per installation. 

Sec. 4. New Employees. When employing 
additional workers, the employer shal! first 
notify the Union. If the Union is unable to 
furnish competent workers, the employer 
may hire elsewhere and the Union wil! fur- 
nish such newly hired workers with work- 
ing permits. 

Sec. 5. Hiring and Dismissal. The Em- 
ployer is at liberty to employ or discharge 
for sufficient cause any member of the Union. 
Such cause may be incompetence, dishon- 
esty, intoxication, insubordination and 
breach of reasonable rules. 

Sec. 6. Slack Seasons. During slack sea- 
sons the employer shall apportion all avail- 
able work among regular workers in the 
shop as equitably as is reasonably possible 
unless otherwise mutually agreed among 
such workers. 

Sec. 7. Contractor’s Membership. No em- 
ployer may become a member of the Union. 

Section 8. Contracting. No member of 
the Union shall engage in business as a con- 
tractor. No employer shall sub-contract any 
work in Chicago, Illinois, from or to firms 
not under this agreement without the ap- 
proval and consent of the Union. 


ARTICLE II 
Hours and Rates of Pay 


Section 1. Ninety-five cents (95c) per in- 
stallation for standard window installations 
for the sixty days immediately succeeding 
the date of this Agreement, and one dollar 
($1.00) per installation. théreafter. On all 
new orders, one dollar ($1.00) per installa- 
tion upon the signing of this agreement. 

Sec. 2. All installations other than those 
of a standard type shall be termed “Special 
Display,” the rate of which shall be deter- 
mined by a committee of the workers and a 
representative of the employer. 

Sec. 3. Merchandise Windows. _ Installa- 
tions generally known and accepted in the 
trade as standard merchandise windows 
shall be paid for at the rate of two dollars 
($2.00) per installation. 

Sec. 4. One dollar and twenty-five cents 
($1.25) per hour for all show, exposition 
and float work. 

Sec. 5. One dollar ($1.00) per hour shall 
be the wage of scale on all work which 1s 
executed on a time basis. 

Sec. 6. Interiors to be paid at the stand- 
ard window installation rates, as set forth 
in Section 1 of this Article, for interiors up 
to 10 feet by 5 feet. Any interiors over 
10 feet by 5 feet and up to 20 feet by 5 feet 
shall be paid at double the interior rates. 
All interiors over 20 feet by 5 feet shall be 
pro-rated. 

Sec. 7. All work performed on Sundays 
and holidays, except exposition work, shall 
be classed as overtime and shall be paid 
for at double time. 

Sec. 8. Out of Town Work. When 4 
member is required to stay out of town 
overnight on company business, his expenses 
shall be paid by the employer. 

Sec. 9. It is agreed that any membcr reé- 
ceiving a higher wage than the ters 0! 








c 


onl I age eee el Le 


@ 








937 


ons 
ing 
lar 
all 
la- 


ose 
‘ial 
er- 
1a 


la- 
the 
ws 
ars 


Lys 
all 
aid 


wn 
ses 


re- 





June, 1937 


this agreement shall not be affected by 


€. 
go 10. Pay Day. Wages shall be paid 
in United States currency or by check every 
veek. 

Water. 11. Expenses. All business telephone 
calls shall be paid by the employer. 

Sec. 12. Legal Holidays. The following 
shall be recognized as legal holidays: New 
Year's Day, Decoration Day, Independence 
Day, Labor Day, Thanksgiving Day and 
Christmas Day. No work shall be per- 
formed on Labor Day except to protect life 
and property. 


ARTICLE III 
Union Representatives 


Section 1. Union Representatives. Author- 
ized representatives of the Union shall be 
alloweci to interview workers on the jobs 
or in the office of the employer. 


Sec. 2. Steward. There shall be no dis- 
crimination against a member of the Union 
who siall serve as a steward or on com- 
mittee work. 

Sec. 3. Labels. Installers shall use No. 41 
Union Labels and shall place one label on 
each display in such position as may be mu- 
tually agreed upon by the employer and the 
Union. This label shall be printed from 
electrotypes furnished by the Union and the 
labels, when printed, shall be placed in the 
custody of the shop steward. 


Sec. 4. Insurance. The employer shall 
carry compensation insurance against acci- 
dental injuries, as provided by the laws of 
the State of Illinois and shall submit a cer- 
tificate of such insurance to the Union. 


Sec. 5. Employees shall be protected 
against breakage by a ten dollar ($10.00) de- 
ductible insurance policy to be paid for by 
the employer. Breakages under ten dollars 
($10.00) shall be paid by the employee. Em- 
ployees shall carry insurance on automobiles, 
if used in their work, at the $10,000 to $20,- 
000 personal liability rate, and $5,000 prop- 
erty damage. In such policies both the em- 
ployee and the employer shall be named 
as co-insurees. The insurance company 
shall be selected by the employee but shall 
be subject to the approval of the employer, 
and evidence of the payment of the premium 
upon such policies shall be submitted to 
the employer on or before the effective date 
thereof. 


Sec. 6. Labor Controversy. If members 
who are subject to this agreement are with- 
drawn upon the order of the International 
Officers or of a Central Organization with 
which they are affiliated, because of a labor 
controversy upon the building in which such 
members are, or are about to perform any 
display installations, it shall not be consid- 
ered a violation of this agreement. 

Sec. 7. Counter displays, when special 
and not a part of, or used in conjunction 
with a window display, shall be paid at the 
tate of twenty-five cents (25c). Pick-up or 
delivery of advertising display material 
which is not for re-installation purposes 
shall be paid for at the rate of twenty-five 
cents (25c) per pick-up or delivery. 

_ Sec. 8. All necessary materials needed for 
installations shall be furnished by the em- 
Ployer, with the exception of tools. 

Sec. 9. If a window is trimmed in an un- 
Satisfactory manner, the employee making 
the installation shall re-install such window 
trim without further compensation and shall 
pay for new material used therein. 

Sec. 10. There shall be no strike, lockout 
or stoppage of work during the term of this 
agreement, except as provided for in Article 
III, Section 6, hereof. 


DISPLAY WORLD 


Sec. 11. Adjustment of Disputes. The 
Union shall appoint a committee of three 
employees, whose function shall be to adjust 
the complaints of members of the Union 
arising under this agreement. 

All complaints arising hereunder shall be 
adjusted in the following manner: 

First, between the employee concerned 
and his supervisor; 

Second, between the Grievance Committee 
and the employer, or his representative. In 
the event an agreement is reached by them, 
it shall be binding upon all parties thereto; 

Third, should said parties fail to reach a 
decision, the complaint shall be reduced to 
writing and referred to a Board of Arbitra- 
tion to consist of three persons, one selected 
by the employer, one by the union, and one 
by the first two, who shall as soon as con- 
venient, hear the matter upon its merits and 
render its decision, which same shall be 
final and binding upon all parties hereto. 
Each party shall pay the expense of its 
own representative on such Board of Arbi- 
tration and shall pay one-half of the expense 
of the third arbitrator and any other expense 
incurred in connection with such arbitration 
proceeding. 

Sec. 12. Duration. This Agreement shall 
continue in full force and effect from the 
date hereof until September 30, 1938. 


The operators had agreed that during the 
strike period they would make no effort to 
install displays and so no untoward inci- 
dents occurred. The operators met daily 
and conferred with union officials without 
success. The strike continued for two 
weeks without any sign of yielding by either 
group. But on Monday, June 7, two of the 
smaller operators agreed to sign at once 
at the $1 rate, subject to adjustment at the 
rates upon which the strike was finally set- 
tled. This action, breaking the united front 
of the operators, made it necessary to come 
to an agreement and on Wednesday, June 9, 
a settlement was made on the following 
terms: 

Regular crepe paper installations, $1 each 
immediately, $1.10 each starting December 
1, 1937; merchandise installations, $2.10; 
special installations, rate to be determined 
by employer and three of his trimmers; time 
work, $1 per hour; exposition and show 
work, $1.25 per hour; $1 extra per day for 
work outside the city limits; 5 cents per 
mile additional for work done beyond a 
forty-mile radius of Chicago; a closed shop. 
Other details of the contract were left for 
future negotiations and the men returned to 
work immediateiy. The present contract is 
to expire on December 1, 1938. 

In the meantime the union was busy with 
chain stores and advertisers’ own installa- 
tion crews. As a result, the Walgreen Drug 
Company has agreed to pay their window 
trimmers the union wage rates, although re- 
fusing to sign a contract, as follows: Win- 
dow trimmers, “A” stores, $34 a week; “B” 
stores, $30 a week; all apprentices, $24 a 
weck; work week, forty-five hours. 

The union demands for advertisers’ own 
trimmers were met by several companies on 
the following terms: $35 per week; maxi- 
mum number of installations per trimmer 
per week, thirty-five; all additional dis- 
plays per week, $1.10 each; 5 cents per mile 
for use of automobile; guarantee of six 
months’ employment per year, and one week’s 
vacation. 








OUTSTANDING 


in the field of millinery is the chic 
new combination head and collar- 
ette. Beautifully finished in either 
natural flesh or gray monotones, 
this piece is a notable addition to 


GENUINE 
UBBERLITE 


DISPLAYS 


Unbreakable, and possessing the 
added merit of long life, the Rub- 
berlite line of displays appeals to 
economy, as well as the desire for 
smartness in design and color. 


Consult your jobber, or write us for 


literature. 


RUBBER PRODUCTS, INC. 


529 S. Jefferson St. 
CHICAGO 











Augusta, Ga., Contest Won 
By B. R. Gasque 

First prize of $50 and a silver loving cup 
has been awarded B. R. Gasque, J. C. 
Penney Company, Inc., Augusta, Ga., in con- 
nection with a window display contest held 
in that city during National Cotton Week. 
Second prize of $25 and a cup went to the 
local store of Sears, Roebuck & Co. The 
window created by Gasque, who has been 
with the Augusta firm for only a short time, 
employed as its main feature a large cotton 
boll from which dangled pairs of cotton 
trousers. Imitation cotton bales on each 
side of the display showed men’s and wom- 
en’s clothing, respectively. 

Other stores who placed among the first 
five awards were: Ruben’s, third; Saxon- 
Cullum’s, fourth, and Goldberg’s, fifth. 
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Can Anyone Do Display 
Work? 


By ANN HATFIELD 


Copeland Displays, 


A good display is as much of a work of 
art as a good painting, or a good stage 
set, or a good novel. It is the result of 
years of work with tools, with media, with 
ideas, phis the talent which is necessary for 
the production of any work of art. 

The last few years have awakened us 
finally to the need of simple, well-planned 
displays to stir the imagination of the buy- 
ing public. As always happens in the open- 
ing of a new field, the zeal of people want- 
ing to sell more goods by a new method, 
has out-distanced their discrimination in 
far too many cases. One sees everywhere 
windows, interiors, and other forms of ad- 
vertising in the round, which are arresting 
only because they are different; and offen- 
sive because they are so bad. It has taken 
the world some thirty-five years to recognize 
the virtue and beauty of Cezanne’s painting, 
and it is not surprising that people can not 
at once distinguish the bad from the good 
in an art-form as new as window display. It 
is not too presumptuous, I think, to say that 
it is morally and aesthetically incumbent on 
the advertiser to try to raise the level of 
public taste. 

The first tenet of display designing is to 
make the mechanics of the exhibit subordi- 
nate to the goods shown. Obviously the 
seller of the merchandise wants the gasps 
of admiration for his saleable specialty 
rather than for the ostentatious stage craft 
around it; there is no good to him in hordes 
of people who stop traffic in front of his 
store, if none of them is tempted to come in 
to find out more about the article on display. 

Any merchant will admit the necessity of 
effective display—the fact is, the American 
public wants to be stimulated. Whether we 
are childish, or spoiled, or whatever the 
reason, we want to be amused. Almost any 
merchant will say that he is perfectly will- 
ing to pay whatever it costs to show a good 
display that will sell merchandise in pro- 
portion to its cost; but what merchant knows 
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what a good display is? 

First of all, there are three main parts to 
the “picture;” the window, the corner of 
the shop, the counter, or whatever is being 
treated, is one part; another is the display 
fixture itself; the third, and most important, 
is the article to be shown. These parts must 
be so arranged as to make a perfectly satis- 
factory whole. The goods being displayed, 
obviously, must be the center of interest in 
this composition; the color in the back- 
ground must be used to make their color 
more attractive; the minor focal points must 
lead towards them as in painting, or land- 
scape gardening, or architecture; the simple 
blocks of background must emphasize the 
grace, or sturdiness, or whatever the main 
characteristic of the object may be. 

The most amateur display enthusiast would 
scorn the notion of swathing skating boots 
with chiffon, even if the color of the chiffon 
were ice-blue to suggest the cold weather; 
he would prefer to use brilliantly colored 
woolens for warmth, or rough wood for 
vigor, or glass for ice. Nor would he set 
up a row of platinum and diamond watches 
on a skin of patent leather; even though a 
black skin would contrast elegantly with 
the delicacy of the jewels, the shiny quality 
of the patent leather would form highlights 
of its own to conflict in a confusing way 
with the brilliance of the objects to be sold. 
Nobody would have a square shadow-box 
built in which to display an open backgam- 
mon board--the form of the box and of the 
board are far too similar to cause any in- 
terest in their juxtaposition. 

The reader may say that all this is noth- 
ing more than common sense. The basis 
of the matter is just that; there are obvious 
things not to do, but to be constructive in 
a way that has not been utilized by every 
other merchant on the block is where the 
specialist comes in. 

Then there is the matter of change. No 
matter how beautiful, well-constructed, ef- 
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AGENTS WANTED 


Sales Agents contacting depart- 
ment stores to handle a reputable 
line of display lighting equipment. 
Outline 
specifically territory covered. 


“BOX E. W.” 
Care DISPLAY WORLD 


Several territories open. 








DISPLAYMAN WANTED 


Experienced Window Displayman, one 
with original ideas, who can create back- 
grounds, do art work and dress windows 
in Ladies’ Apparel Shop. Knowledge of 
dressing forms very essential—must be 
consistent worker. State age, nationality, 
past experience, qualifications and salary 
expected. 


Address “P. D.”’ 
Care DISPLAY WORLD 
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it can't be 
It is monotonous to 


fectively composed a display is, 
left on view forever. 
fill the same niche every week with the 
same background, even if different goods are 


being shown against it. But the cost of 
such change is thought to be prohibitively 
expensive. However, one of the virtues of 
this age is the variety and the comparative 
reasonableness of building materials. The 
beauty of the grain of the same piece o: ply- 
wood can be utilized for a month in slichtly 
different ways; then casein paint, the sur- 
face of which is very flattering to whatever 
comes in front of it (including pe ple), 
makes the affair quite a different one; /ater, 
using the principles of space archite ture, 
the specialist can change the shape cf the 
same plywood form by painting different 
surfaces of it with different colors. Thus it 
can be seen that the same display fixture, 
which in the first place was very inexpensive, 
can be made variously effective for months 
on end. 

What applies in a small way to a single 
display must be observed in a more general 
way in building an interior to be used as 
a background for selling. Merchants are 
usually eager to follow suggestions of simple 
effective planes, solid-looking wrapping 
counters, or smooth continuous stair rails, 
all of which are integral parts of the whole 
design. The customer entering for the first 
time can’t define to herself the cause of the 
pleasing and relaxing effect of the whole; 
she does not say that fancy mouldings, com- 
plicated and useless dollops of golden oak, 
long straggling sets of spindles on the stairs, 
apartment-house buff walls, potted palms and 
the rest of it, make her spiritually miserable 
when she comes into the shop. She knows 
that she prefers to see one pair of gloves 
simply and effectively displayed rather than 
to be treated to a long row of a dozen colors 
and sizes. 

Utility and beauty should be combined al- 
ways. One is as important in the life of the 
race as the other, and the merchant, in order 
to succeed, must at least please his public, 
even if he does not elevate it. 


New Department For Celluloid 
Corporation 


The Celluloid Corporation announces the 
organization of a technical sales and de- 
velopment division, the primary function of 
which is to give assistance to customers 
using transparent packaging materials. Mill- 
ard Demarest will head the new department, 
assisted by Ralph E. Porzer, formerly with 
the research laboratories of the company at 
Newark, N. J. Willis M. Lester, formerly 
with N. W. Ayer & Son, Inc., and Sears 
Roebuck & Co., has been enggaed for mer- 
chandising research. 





Cellophane Development 
Introduced By Barclay 


Barclay Paper Products, 373 Fourth ave- 
nue, New York City, is introducing “\lica- 
crystal,” a new development in cellop ane. 
Complete transparency and a crinkled — ffect 
gives the product a distinctive spar <ling 
appearance. The new material is ava: able 
in a wide range of colors. A sample 00k 
is available upon request. 
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POINT-OF-PURCHASE DISPLAY 
[Continued from page 27] 

You can assist this hunter with suggestive 
displays; you can help her make up her 
mind with displays; you can sell her your 
product, too, by using selling point-of-sale 
devices 

The creative display job is rather broad. 
Please do not misunderstand me. It is a 
very, very large job in itself. You can do 
anything in creative displays that you can 
do wit) magazines. These are, in my opin- 
jon, only high-lights and are important 
points to consider. 

As to technique or appeal, your problem 
will be optional, but the same basic prin- 
ciples must be put to work in the creating 
of display material as in the creating of 
any otier type of advertising. We think 
these points are important. All attention 
devices on display material should draw the 
consumer's eye to the important and vital 
part oi the display—the product. The idea 
should be clear. A certain amount of show- 
manship should be employed and the main 
idea of the display well dramatized. I think 
it very important that display material re- 
flect the same quality, character, and pres- 
tige of the manufacturer as is manifest in 
the other advertising. Remember that you 
are competing with every manufacturer for 
the dealer’s store and window space. Light, 
both artificial and natural, plays an impor- 
tant part in the placing of material. When 
creating a piece, take into consideration the 
fact that the light both behind and in 
front of the piece will have its effect on the 
colors. 

We should know how wide the awnings 
are so that motorists passing can see our 
window posters. Display material should 
not only be attractive and attention-getting, 
but also instructive, telling the consumer 
how the product can be used, and giving her 
recipes attractively illustrated. Never forget 
price. This, to the retailer, is of vital im- 
portance. 

Remember, too, that display material 
should be practical. Do not buy art for 
art's sake. Buy it for selling’s sake. Be 
sure the product name is prominent enough 
so that the customer can see it quickly and 
easily. Be sure your color or colors are in 
harmony with the product. 

Create your material so that it won't hide 
other displays. Be sure it is strong and 
stable enough so that it won’t break and 
so that the consumer will not be afraid to 
touch it. Constantly think of your product 


and its relation to the retailer; wherever ‘ 


Possible, create the ideas that will help 
him not only in the sale of your product, 
but also in the sale of other products. 
Remember that there is a difference be- 
tween reminder and selling display pieces. 
Create all your display pieces along the 
selling type—the reminder advertising will 
take care of itself. Create the ideas that 
are easily understood and easily set up. Your 
display piece must not overshadow your 
Product—in fact, the product must get the 
entire emphasis. Remember always that the 
Practical use of display material is with the 
Produc. Don’t forget the many seasons. 
Make your posters and material as season- 
able as possible. 


DISPLAY WORLD 


It is irrefutable that display must be pre- 
tested. Pre-test in all types of neighbor- 
hoods and communities, because only then 
can you definitely know that a display can 
do a selling job. If you have a sound idea 
it will be accepted and it will move mer- 
chandise. 

It is my personal opinion that one of the 
greatest wastes in advertising is at the point 
of sale. Thousands of dollars worth of 
paper and ink alone lie in the warehouses 
of the retailers and jobbers because they 
were cheap and uninteresting, because the 
manufacturers saw only their problems and 
not the problems of the dealers, because the 
manufacturer wanted to save a few cen‘s 
and create an inferior piece, but in reality 
it was a very expensive move. First of all, 
only creative organizations should be called 
in, whether they be advertising agencies, 
lithographers, or printers. In fact, I be- 
lieve there should be recognized display 
agencies, and in my opinion we shall see 


this develop. 


Do not be afraid to buy high-grade paper 
and ink; and above all, high-grade ideas. 
Take your contract man into your confi: 
dence. Explain your problem and assist 
him. Don’t stymie him. Don’t be afraid 
of his ideas. Don’t put strings on him. 
Don’t worry about cost or production. Leave 
all the details like selection of material to 
him and depend on his good judgment. You 
worry about the big things, like the idea and 
the distribution. Once you have the idea 
it is easy to discuss production and price. 
Some of the highest grade men in my ac- 
quaintance, some of the smartest merchan- 
disers, are selling creative displays and 
printing. It gives me pleasure to state that 
for whatever success I have had in the 
creating of displays, much credit is due te 
those men who contact me from the printing 
and lithographic companies. You will find 
that they are weil acquainted with what 
the manufacturer wants, and what the re- 
tailer will use. 





Sackley Company Moves 
To Larger Quarters 


It has been announced that Robert Sackley 
Decorative Displays, Inc., has moved to 941 
South Los Angeles street, Los Angeles, 
Calif., where the firm will occupy an entire 
building of four floors. Each floor will be 
devoted to a separate department of the 
business, which now includes the production 
of backgrounds and panels under the direc- 
tion of William Martin, and a suggestion 
department supervised by Simon Epstein. 
The Sackley firm has added greatly to its 
selection of decorative fabrics. 





Detroit Club Completes 


Picnic Plans 

According to Ralph D. Johnson, in charge 
of publicity for the Detroit Display Club, 
plans are nearing completion for the organi- 
zation’s annual picnic. The event always 


occasions much interest among Detroit dis- 
playmen and it is expected that there will 
be an unusually large number competing for 
the perpetual trophy which is awarded each 
year for athletic ability in various events. 
The trophy is given by the Art Products 
Company. 









Refreshing Summer 
Display Items 


NALCO SURF PANORAMA— 


48 in. high, 25 ft. long, in roll form, 
made on a heavy grade 4 Ply flexible 
card-board. On-Coming Surf and Sky 
Design; Realistic Blue, Green and 
White color combination, $2.75 per roll. 


NALCO SANDSCAPE — 
(PAPER) 

26 in. wide, 25 ft. long, in ro:l form, 

showing Natural Beach and Shells; 

Realistic Sand Coloring. $1.25 per roll. 


NALCO GRASSCAPE — 
(PAPER) 

26 in. wide, 25 ft. long, in roll form, 

showing Natural Grass Lawn Effect; 

Bright Green Color. $1.25 per roll. 


EB ICO iicosronstes 


116 EAST 27™STREET 


WINDOW x \ 


CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 



























Use Modern Die-Cut Display Letters 
for sales producing displays, signs and show 
cards. 

Cork, Felt, Poster Board, Gummed 
Paper, etc. Attractive colors to make your 
selection from. 

Millions of letters in stock at all times in mod- 
ern styles and desirable sizés. Catalog free. 


FELT LETTER STUDIOS, MFRS. 








£23 South Wells Street Chicago. Illinois 








—when in need of 


FANCY PAPERS 


plain, printed, corrugated, coated and all display ac- 
cessories, address your inquiry to our new address. 


JOSEPH E. PODGOR CO., INC. 
618 Market St. Philadelphia, Pa. 


































40 DISPLAY WORLD J 
une, 1937 
Retail Stores Progress The center piece of the counter flasher 
During Past Year display measures 28 inches wide by 39 
ay The unmistakable hand of steady business inches high and is provided with space to 
recovery wrote its signature across the oper- display an auto radio and its universal con- 
— . ating results of American department, dry trol. The side cards are 14 inches wile and 
goods, and specialty stores in 1936. 20 inches high. The ensemble is finished in 
Disatay's Shest Moathily: tlaset The annual “Departmental Merchandising blue, red, and brown on yellow background, 
and Operating Results” report of the con- Using the “Stop, Look and Listen” theme, 
&& E aa V 5 CS E trollers’ congress of the National Retail the center piece shows a traffic officer and a 
Dry Goods Association, based on reports stop signal. The red light of the stop sig. 
U ad E A U from among the 5,600 member stores in all nal and the word “Stop” are cut, and flash 
parts of the country shows that the average off and on in red. 
Mg He grain WORLD Seccied ‘Maman wilt store in the field made a small but comfort- The banner measures 38 inches w de and 
Oo su t i i . * i i 
tion about anything’ “get Bagge es prengy able profit of 2.6 per cent of sales for the 4 inches deep and is made of heavy satin, 
omg pid paring If you do not find year, as compared with a profit showing of The ‘entire background is a rich gold, with 
Ss . S aogs “ 9 . 
rate letter. if prota Myre: “snag Ainge Mle. an 1.6 oer cent in 1935. : — Lage ae - sth blue and 
inthe - file, we'll ye out for you. Avail Aided by a general rise in dollar sales lettering in blended red. A fringe o' white 
Oo our s 4 S i 
ees le ll Fe peer ne ghey Ponce of 11 per cent during the twelve-month pe- ae CORERRST. Copy consists of the words: 
of any display problem. riod and a perceptible increase in operating Exclusive choice of thirty-one leading car 
C Air Brushes efficiency, the average store succeeded in makers, Philco Auto Radio, made to fit 
mI pon comp A npg lowering its operating expense ratio of four- a 
( Artificial Flowers tenths of 1 per cent, despite th 
©) Artificial Snow many stor ’ a New Display Wind 
4 Sets y stores experienced higher costs in w Visplay VYVindows 
| Sostewant Coverings ; taxation of various kinds—particularly for For Minneapolis Firm 
F} Brushes prose — Exhibits unemployment insurance. Included in the modernization program be- 
=| Card & Mat Board Conspicuous among tho j ing carrie , a 
(_] Cardwriters’ Materials . SP s m4 departments - = oe ee by the Powers Dry Goods 
F) Color Lighting the average store showing the strongest sales Company, Inc., Minneapolis, Minn., is the 
o Crepe Papers gains were many of those in the home fur- Changing of the store front on Nicollet ave- 
a Cutting ll nishings division indicating, according to the U¢; and the installation of a new battery 
‘3 Decorative Papers controllers’ congress, the renewed public in- of display windows along Fifth street and 
= Gieer Peoatere terest in articles for the home that became Marquette avenue. 
[] Display Forms evident with th i 
C] Display Racks pee ae le progress of business recov- memmuenpeuese - 
F Drawing Boards " and gain in employment. 
5 Eslarging Projectors Jepartments leading in the percent f 
() Fabric ing sales j : ae , 
5 Fixtures. Trimmings sales increases included: blankets, 23 per ndex to Advertisements 
= Flags and Banners cent; umbrellas, 16 per cent; negligees, 18 
5 Fountains per cent; blouses and skirts, 17 per cent; JUNE, 1937 
i Grass Mats aprons, housedresses and uniforms, 17 per iteaii 
a pasha ne , : 
F) Zaseustiong ee cent; furs, 28 per cent; furniture, 22 per fie et of Display Saag ta aie oaetaeae 33 
p} Lamp Coloring cent; domestic floor coverings, 20 per cent; oat see rae Oe oe 3 
ra : ‘ : i i 
= imaeaiine isplays lamps and shades, 21 per cent; household ap- ovnands> — . Wmatty Ge. .....-.. a7 
a Meniéings pliances, 15 per cent; radios, 17 per cent; puet = | — saiaedaclaiiae i 
: ° ’ ’ s 
; lt Sillinere Meads sporting goods and cameras, 18 per cent; Sohae ies ae 7 ji » 
(] Motion Displays luggage, 29 per cent, and basement home ee ee ee Wee: 
CF Motion Mechanisms Sear are Berlin & Co., Irving....... Inside Front Cover 
F Natural Foliace furnishings, 21 per cent. Blockart Co... The 29 
. oe 5 ce Profits in a very satisfactory ratio to sales Bitedoaoagl Co “The. ae Inside Front Co er 
r w me 7 oes Vv 
7 Bapler Mache re W ot eget by numerous departments, rec- Combination Products Co 35 
otographic Blo ords ot rece re i H aK 
> Plastic and Pence: AA Pree hen recent years being broken in several EN BS s go hk de skeet wueen ay 33 
Cy Price Cards—Tickets cases. Departments earning profits over 7 Bert HOE AR ee cos osc s asccciays 0 Weel soi. os 33 
= Brice Ticket Holders cg of net sales as compared with the Dis-Play-Well, Re a Cr a a ree 27 
(J Socks— Window 2.6 per cent for the total store included: Display Service Directory. .Inside Back Cover 
0 Show Cards ribbons, umbrellas and canes, corsets and Felt Lotter Studies.............5.60+55: 39 
[| Show Case Lighting brassieres, women’s hosiery, negligees, furs Goodman Flexible Sleeve Form Co....... 25 
CO Signs—Card Holders and basement millinery. Hansen Mfg. Co., A. L........ 23 
Be ned) nigga Semmes Gee Was... ani cece ees 39 
iee-ciiemathe PRUNB ss his Giles euie es 
ba Sleeve Forms — Rel d bovine, Mis Ft... ced tens. 35 
eev ms " re 
by pee 1 Outfits . bi plays a Maharam Fabric Corp................. 29 
r Store en a or Philco Radio a SRE ene eee ee ree 33 
a Store Prowte Three new auto radio promotion items are Masso, i 21 
: Time Switches being distributed to dealers by the Transi- Mileo, P. C..............-. 0. eee eees 3 
r , ee , nee : 
5 For orem tone Automobile Radio Corporation, Philco’s Motion Displays. ......... Inside Front Cover 
5 Winten auto radio division. They consist of a five- Moulden Co., B. L...........-.- 20-205 23 
o ; 
1 Window Dianne panel revolving demonstrator in the form ng eg eee ee a * 
1) Wood Carvings of a pyramid illuminated in color, a three- tow Solar Print Co...........-. i 
[] Do you w'sh a copy of their catalogue? piece window or counter flasher display, and ppertuaity Euehenge ............--- . 3 
(] Do you plan to remodel your store soon? a gold-satin banner Podgor Co., Joseph..............-..-- 39 
(] Do you p'an to build a store scon? 5 Th : as Redikut Letter Co 35 
vanes e revolving demonstrator, designed as aie he  ... " 37 
an “island” display, stands 5 feet 6 inche oa eanGuane ean aaae: 
: . : : s Sculpto Art, | 
DISPLAY WORLD high and has an extreme diameter of 42 st ite en. 5 rH 
TRIM ratent te: OHIO inches. Each of the five main panels is 46 ee ee a 21 
en cenncesccsceese= inches high and contains a complete auto Speedway Mfg. Co...............-.+-: 31 
OT aah ON Sets RS Aa ad radio set, hooked up to bring in a broadcast Standard Fixture, Inc...............- ae 
a 8 So at the turn of a switch. The color scheme rain Easel Co.................: 3 
reuetased tear ee Heese ests is tan and brown. On top are the cut-out ensgaard & Associates, Inc., W. L.....- 28 
ia, (ssn | words “Phileo Auto Radio” with the light aaa. 
City a shining through a different co “vq Sewntdmadatt mada 
_. State ie ties oat color for each of World Convention Dates............. 2B 
——— 
































